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$300.00 Worth of 
Judicious Advertising 
—— Space Free—— 








Judicious Advertising will publish six full-page advertisements of 
any Indianapolis newspaper proving that the INDIANAPOLIS STAR 
does not cover Indiana from ‘‘ border to border’ more thoroughly 
than Indiana is covered by any other newspaper, and the INDIANA- 
POLIS STAR will pay $50.00 for each insertion. 


The Conditions are Easy—Read Them. 
First. Judicious Advertising will conduct the investigation, 


Second. The investigation will cover a period of two months, 
ending July 31, 1904. 

Third. The successful contestant must prove as gue a daily 
average net paid circulation (all returns deducted) for 
the above-mentioned period as the INDIANAPOLIS STAR. 


Fourth. Judicious Advertising’s representative shall have access 
to the circulation records of all parties concerned, 
including the INDIANAPOLIS STAR. 


Fifth. One-half of the expense of the investigation shall be 
borne by the INDIANAPOLIS STAR, and the contesting 
paper, or papers, shall bear the other half. 

Sixth, All newspapers desiring to enter into this contest must 
notify the Editor of Judicious Advertising of such in- 
tention within ten days from date of this issue of 
PRINTERS’ INK. ‘ 

The net paid daily average circulation of the INDIANAPOLIS 
Star for the month of April, all returns deducted, was 76,953. 
This is 4,303 larger than shined by the INDIANAPOLIS NEws for 
the same period, 


C. J. BILLSON Representative Foreign Advertising 
Tribune Building, NEW YORK--CHICAGO 
Home Office: 658 Monument Place, Indianapolis, Ind. 

















PRINTERS’ INK. 











BUTTERICK” 
MOTTO 


windmill} 
with a pair 
of bellows?’ 





Nor can you 
drive a big 
business with | 
little puffs of 
advertising. | 

It is steady |S 
and large 
must-be-seen 
advertising 
in a big medi- 
um that pays. 











In starting your windmill for Fall-business grinding, 
get your advertising trade-wind from 


The Butterick Trio 


THE DELINEATOR, 950,000 circulation, THE DESIGNER, 
250,000, and the NEw IDEA WoMAN’s MAGAZINE, 200,000 
—a total of 1,400,000, at $6.65 a line for the August 
issue, which appears July 10, forms close June 10. 





The Butterick Trio trade-winds carry the business to advertisers in 
its columns from the homes of the 1,400,000 provident women who 
buy for the needs of the 7,000,000 persons in their families. Try 
what it will do for you this Fall, beginning with the August issue. 














THOMAS BALMER, Advertising Manager, 


Butterick Building, New York 
W. H. BLACK, Western Adv. Manager, 200 Monree Street, Chicago, III. 
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MR. SEYMOUR EATON. 


In March the Booklovers’ Maga- 
gine was fourteen months old. That 
issue carried 107 pages of paid ad- 
vertising, or two pages less than 
Scribners’. 

Just about the time the March 
number went on to the newsstands 
there appeared in Philadelphia pa- 
pers the first number of Ye Old 
Tabard Inn News, introducing 
what is one of the most original 
general advertising and merchan- 
dising propositions of the young 
twentieth century. 

At the same date the Tabard Inn 
Library was a little more than two 
years old. It now has more than 
2,000 distributing stations through- 
out the United States. 

On March 1 the Booklovers’ Li- 
brary was about four years old. 
Since its establishment in 1900 
there has been built up a chain of 
circulating libraries girdling the 
globe. A traveler starting out 
with a Booklovers’ Library volume 
in New York can exchang? it for 
another anywhere from Lcndon to 
Yokohama. 

These enterprises are all asso- 
ciated with the personality of Sey- 
mour Eaton. The man or woman 
who has not learned something of 
that personality through Mr. Ea- 
ton’s advertising in newspapers and 
magazines must live a long way 
from a crossroads. 

Who is Seymour Eaton? 

The present scribe was told to 
find out during a recent trip to 
Philadelphia. Mr. Eaton is a pret- 
ty difficult man to interview, but 
he devoted more time to PrINt- 
ERS’ INK, it was said, than he has 
ever given to any publication, even 
the National Dictionary of Bi- 


ography. There were three differ- 
ent interviews. 


They consumed 
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together about three minutes. Mr. 
Eaton is not snobbish, but he is 
retiring, and prefers only such pub- 
licity as he pays for. Through 
his associates, however, these facts 
were learned: 


Seymour Eaton was born in 
Canada in 1859, and after a college 
course began writing on business 
subjects: A book entitled “Busi- 
ness Forms” was one of his first 
productions, and another volume 
on “How to Do Business” has at- 
tained a national circulation. Then 
he wrote a series of school text- 
books and became a publisher in 
this field in Boston. Most of these 
text-books are in use to-day. From 
ihat grew a series of volumes call- 
ed the “Home Study Library,” and 
from these he gained a reputation 
that led to a call to Drexel Insti- 
tute, Philadelphia, as director of 
the School of Commerce and Fi- 
nance. That was in 1883. In 1806 
he evolved the plan of the Chicago 
Record’s home study courses, 
which he directed for four years. 
These courses were syndicated in 
leading dailies throughout the 
United States, and the salary paid 
their director was in the nature of 
a revelation to the educational 
world 


The Booklovers’ Library was the 
outgrowth of an idea that Mr. 
Eaton had carried about several 
years. When the plan was put into 
operation in 1900 it was liberally 
advertised in advance, and when 
the first libraries were opened in 
New York, Philadelphia and Bos- 
ton there was a rush of patrons 
beyond what had been provided 
for. The Tabard Inn Library, or- 


ganized in 1902, was largely an 
outgrowth of the unexpected pro- 
gress made -by the Booklovers’ Li- 
has 


brary. In two years it 
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changed conditions in the book 
trade, broadening the circulation of 
current books to an amazing ex- 
tent. ; 
THE “BOOKLOVERS’ MAGAZINE.” 
While the monthly magazine 


with a new idea, but that idea js 
not so well defined as those behind 
the magazines just cited. Yet the 
Booklovers’ Magazine will have an 
average monthly circulation of 
135,000 copies during the present 


Mr. SEYMOUR EATo ‘ 


field is well filled with good pub- 
lications, both high and low priced, 
there is always room for a maga- 
zine with a new idea. The Book- 
lovers’ Magazine is a magazine 


year, according to the statement of 
its publisher, and if that many peo- 
ple read it there must be some rea- 

son for its existence. 
The magazine is well illustrated, 
(Continued on page 6) 

















The Washington Star 
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Little Lessons in Publicity.—Lesson 36. 


PAPERS WITH INDIVIDUALITY 


like men with individuality, have the largest following and 
carry the most weight in their respective communities. Clean, 
honest home papers possess the greatest influence. Analysis: 


CLEAN PAPERS. Papers that refuse to publish question- 


able advertisements and endeavor at 
any cost to keep their advertising 
columns as clean and as wholesome as 
their news or editorial columns. 

HONEST PAPERS. oe that state their actual circula- 

tion. That have one rate and one 
condition, the same to all. No dis- 
crimination. No favoritism. No 
humbug of any kind. 

HOME PAPERS. Papers that are so clean and so inter- 
esting that they have entree to practi- 
cally every family circle. Zhe 
advertiser's dividend ground. 

The following great Evening Dailies are clean, honest, 
home “news letters.” They have character, individuality, influ- 
ence, and produce the best results for the advertiser. Let them 
present you to the majority of homes in their respective cities. 


The Baltimore News : 
The Indianapolis NEWS prepay: 
The Minneapolis Journal) " 


‘One-Paper 


The Montreal Star Cities” 





Five of a kind, Clean, honest, home Evening Dailies. 





fl. LEE STARKE, 


Tribune Buildin Tribune Building 
rte = Manager General Advertising, Chicago 
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for one thing. Very nearly all the 
pictures are full page. Many are 
in colors. Some are of the popular 
“American girl” variety, good for 
cozy corners and sofa pillows, 
while others are the work of lead- 
ing contemporary painters who 
have a serious purpose. Mr. Ea- 
ton went on the belief that the 
public wanted pictures of a kind 
not supplied by existing publica- 
tions. 

News interest is another feat- 
ure. No definite policy is outlined 
beforehand. Each month’s issue 
is made up for the month’s news 
events, and covers and articles are 
often held in abeyance until time 
to go to press. The only occasion 
when an advance notice of any 
sort was thought advisable came 
when Harold Bolce went to the 
Orient to represent the magazine. 
One interesting department con- 
sists of clippings from other pub- 
lications. | Another noteworthy 
feature is the absence of fiction, 
only a single story appearing in 
each issue. 

The Booklovers’ Magazine sells 
for twenty-five cents on the news- 
stands, and claims fourth place in 
circulation among magazines of 
that price or higher. Some of the 
subscribers receive it as part of 
their subscription to the Book- 
lovers’ Library, but it is not sent 
to Tabard Inn Library patrons. 
During the past spring an interest- 
ing feature was the advertising 
competition, three prizes aggregat- 
ing $300 being given readers who 
select what they believed to be the 
best page, half-page and quarter- 
page advertisement, giving the 
pithiest opinion thereon. This was 
held to induce readers to study the 
ads for their own sake. In the 
May contest more than 25,000 re- 
plies were received, and it is a curi- 
ous fact that the readers represent- 
ed about equal numbers of men and 
women. Another indication of the 
magazine’s scope from the adver- 
tising standpoint is the fact that it 
has already acquired a large rep- 
resentation of school advertising, 
four and a half pages appearing in 
the May issue. Frank G. Smith, 
the advertising manager, states that 
it has been very successful in sell- 


INK. 


ing things to men, one cigar manu- 
facturer who has a mail proposition 
placing it second only to the Sat- 
urday Evening Post. Whatever 
its value for certain commodities, 
the fact remains that it has high- 
grade circulation, while the ad- 
vertisers already represented are 
among the best. 
THE TABARD INN COMPANY, 

In two years the words “Tabard 
Inn” have come to stand for qual- 
ity in the general estimation. Even 
though you have never read a 
Tabard Inn book it is more than 
likely that you associate this name 
with live business enterprise, and 
doubtless the words call to mind 
the distinctive advertising that 
ushered in the library. 

The Tabard Inn Company, capi- 
tal $3,000,000, was organized last 
year to transform this good will 
into business. Briefly, it is a com- 
pany that proposes to sell all sorts 
of merchandise to the public and 
stand as a sponsor for the quality 
of that merchandise. Some of the 
commodities that it thinks the 
public wants will be manufactured 
for and sold by the Tabard Inn 
Company, while others, after they 
have proved their worth, will be 
advertised for the manufacturers 
in the Old Tabard Inn News. 

This Old Tabard Inn News is 
the most original detail of the 
whole plan. It is nothing more 
nor less than a large newspaper 
advertisement, three columns wide 
and a column deep, appearing once 
a week, Thursday morning and 
evening, in metropolitan dailies. 
Made up like a miniature newspa- 
per, it contains chatty articles about 
the things the company is selling. 
The first number of the Old Tab- 
ard Inn News appeared in Phila- 
delphia dailies February 25. Wash- 
ington and Baltimore followed,and 
now New York and Boston have 
been taken up. Arrangements are 
under way for its simultaneous 
publication in all the principal cit- 
ies of the country. In New 
York the campaign started with 
the Times, World, Sun and 
Globe. Preference seems to be 
given to papers reaching the “qual- 
ity” reader, as the whole argument 
is “good goods.” The Tabard Inn 
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Company has marketed to date 
three kinds of tea, four blends of 
coffee, a dentifrice called “Japan- 
ese Dental Stone,” a white tar soap, 
a soap made of seaweed, a brand 
of select olives and several other 
articles. Among the articles to be 
advertised for manufacturers the 
only one as yet announced is Bens- 
dorp’s Cocoa. All articles adver- 
tised thus are subjected to rigid 
tests for purity and quality in the 
‘Labard Inn Company’s own labora- 
tory. The style of the advertising 
is in the best Etonian vein, and the 
arguments are aS new as the plan. 
These facts about coffee, for ex- 
ample, may well make Mr. Post in- 
crease his newspaper space: 

Coffee is just as respectable as poetry. 
Its social position is quite as important. 
You can’t make a good blend by dump- 
ing two scoops of coffee beans into a 
grinder any more than you can make 
good poetry by scooping words out of a 
dictionary. The blending of coffee is 
an art, and the best blender in the coun- 
try can’t produce a superior article un- 
less he has the pick of the best crops to 
work with. We believe that we have 
the best coffee that can be bought; 
selected and blended by the best blend- 
er that money can hire—the rman who has 
blended coffee for the Waldorf-Astoria 
since the hotel opened. Not a green 
coffee bean used. By an exclusive pro- 
cess in operation nowhere else in the 
United States the tannin chaff which is 
found inside the coffee bean is entirely 
removed—blown out in the grinding. 
This one point places Tabard Inn coffee 
away and beyond all other coffees in the 
market. This chaff produces tannic 
acid, a powerful astringent. It is what 
all the anti-coffee talk has been about. 
As a rule the cheaper the coffees the 
larger the amount of tannic acid; not 
because they are cheap, but because they 
are green. The grinding of Tabard Inn 
coffee is a little coarser than what is 
known as pulverized coffee, but finer 
than the ordinary ground coffee. The 
coffee is packed in air-tight cans holding 
one pound each, and the strength and 
aroma are retained for an indefinite per- 
iod. Order a sample pound from your 
grocer. 

This new method of selling 
goods is not meant to drive ex- 
isting articles of merit out of the 
market, but to supplement them, 
“ to serve the people where they are 
not served at all or where they are 
badly served.” The company is 
just as likely to recommend dry 
goods, pianos, summer resorts or 
insurance companies as things to 
eat. The Tabard Inn Library has 
2.000 stations in drug stores, and 
these have been made distributing 


depots for some of the products, 
the druggists gladly taking up the 
new goods. In Philadelphia the 
company has opened a large store, 
fitted up in the style of the old 
Tabard Inn of Chaucer’s time, at 
1611 Chestnut street, and here it 
retails goods. 


“GOOD ADVERTISING IS NEWS.” 


Seymour Eaton is referred to as 
a “genius” in Philadelphia. This, 
of course, may mean one thing, or 
may mean something else alto- 
gether. Tall, not over stout, with 
the lean face of the thinker and 
scholar, he bears little resemblance 
to the solid, well-fed, undismayed 
kind of man most common in busi- 
ness. Seymour Eaton is distinctly 
not the business type. What he 
has done throws more light on him 
than what he appears to be during 
an acquaintance of three minutes. 
The Booklovers’ and Tabard Inn 
Libraries are solid enterprises, and 
so is the Booklovers’ Magazine. 
Mr. Eaton’s early career seems to 
have led him into business science 
and business theory. Only of late 
years have his ideas been worked 
out in practical successful enter- 
prises. They are very wide—so 
wide that it is well he worked 
them out himself. They are also 
advanced. The advertiser often 
makes a point of the ignorance of 
the public. “I must be very 
plain,” he says, “and not tell them 
any more than they will under- 
stand.” Look through any news- 
paper or magazine and you can 
pick out the ads written on his 
theory. Seymour Eaton’s four en- 
terprises, on the contrary, make 
many good points of the public’s 
knowledge. To read one of his 
ads after reading those written to 
ignorance. is to come out of a 
world of dirty little street boys in- 
to one of thinking men. His ad- 
vertising has a real magnetism. It 
inspires confidence. It impresses 
the reader with the belief that 
Seymour Eaton will do just what 
he says. Those who know him 
well say that he has an admirable 
knowledge of what people want— 
and when you reduce advertising 
and merchandising to philosophical 
terms what are they, after all, but 
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attempts to estimate what-is in the 
mind of the public? To say “the 
public” is easy enough. Most men 
have a mental conception to fit the 
words. But the public is made up 
of a hundred million communities, 
clans and combinations of individ- 
uals. These are so complex in 
their infinite variety that there is 
no general average of mood or 
character.. Each advertiser forms 
his estimate from where he sits. 
The advertiser with the broadest 
estimate and the simplest style of 
expressing himself ought to touch 
the greatest number of individuals 
in the one tiny spot where they are 
accessible. The advertiser with a 
mind no larger than a peanut ex- 
presses himself in terms carefully 
calculated to appeal to minds no 
larger than a kernel of popcorn, 
and reaches not so many. 

Mr. Eaton says that he has been 
advertising twenty years and 
knows nothing about it. It was 
suggested that if he would write 
an article upon what he should like 
to know about advertising it ought 
to be of value to readers of Print- 
ERS’ INK. He has promised to do 
this. 

One principle he has learned, 
however, is expressed in his aphor- 
ism, “Good advertising is news.” 
The sheer interest of advertising 
must be strong enough to secure 
attention among the fires, murders, 
wars and rumors of wars in the 
daily papers. “Much of the adver- 
tising of to-day is put in front of 
us so that we may by chance 
stumble over it,” he says. “It is 
shoved at us as street hawkers 
shove gewga..s in front of passers- 
by, or so muddled with pictures 
and type and fantastic designs as 
to give us eye-strain. Fourteen 
sizes and styles of type are used 
to make an impression on people 
who all their lives are accustomed 
to reading from type of one size 
and style at a time. Advertising is 
necessary not only to the merchant, 
but to the consumer, and it de- 
serves better treatment. It should 
have ginger, and dash, and spirit. 
It ‘shouldn’t have to be peddled 
about to find readers. In the or- 
ganization of this new company I 
have tried to look far enough into 
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the future to build wisely. It is 
admitted without question that the 


largest and steadiest profits in 
trade come from the sale of articles 
of common daily consumption. In 
working out the economy and per- 
manent earning power of these two 
great libraries the management was 
many times confronted with the 
questions: Cannot other things 
than books be sold to this immense 
clientele of well-to-do, intelligent 
patrons, and cannot this widely- 
extended library organization, with 
its hundreds of employees and dis- 
tributing centers, be used for cther 
things than literature? Will not 
the same energy which secures $5 
a year in luxuries secure $5 a 
month, or even $5 a week, in neces- 
saries? The answer to these ques- 
tions is the new corporation. This 
is a big country and it will take 
months to cover it. If to-day we 
had the entire country covered as 
we have Philadelphia and New 
York, we simply couldn’t deliver 
the goods. We should be buried 
under orders. One of our travel- 
ers called on fifty-six dealers and 
placed orders with fifty-two. How? 
Simply through the character of 
the advertising, the high-grade 
quality of the goods, and the 
general prestige of the enterprise, 
the latter due largely, of course, 
to the standing of our library 
enterprises and to the immense 
hold which these institutions have 
on the people.” 

Mr. Eaton testifies that, though 
a magazine publisher himself, he 
has usually secured the largest and 
speediest results from daily papers. 
The newspapers are close to every- 
body, and a man with business 
news to publish can spread it in 
twenty-four hours. 

Jas. H. Cottins. 
+o 

THE prospectus of the Southern Min- 
ing & Lumber Co., represented by 
Ralph M. Jacoby, 40 Wall street, New 
York, is distinguished for its technical 
description of the company’s property 
and There is an absence of 
get-rich-quick arguments, with a result- 
ant tone that convinces. 

—_——_~@e—___— 

“Vacation Days at Kineo” is the us- 
ual summer booklet of the Mount Kineo 
House, Kineo, Maine, filled with woods 
pictures and woods description. It was 
written by Fred H. Clifford, of Bangor. 
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The Philadelphia 
Evening Bulletin 


is a newspaper in which 
the office boy can buy ad- 
vertising space as cheaply 
as the shrewdest rate man. 


Net Average Circulation for 
APRIL 


182,679 ree ory 


‘‘The Bulletin’s’’ circulation fig- 

ures are net; all damaged, unsold, i 
free and returned copies have been 

omitted. 


WM. L. McLEAN, Publisher 





In Philadelphia nearly everybody |i 
reads ‘‘The Bulletin.” Fs 
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10 
A MAN 





WHO SELLS THE 
EARTH. 





A little more than two years 
ago Felix Isman, of Philadelphia, 
was an employee of an old, staid 
real estate firm in that city. He 
had been with them since he be- 
came their office boy at fourteen 
years of age, had grown up in the 
real estate business, and was their 
right-hand man. He thought it 
time that he was taken into the 
firm, but the firm thought other- 
wise, and he left to begin business 
on his own account. Since then 


the staid old firm has disappeared, 
and to-day Felix Isman is so firm- 
ly intrenched in Philadelphia real 
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times a year and filling it with copy 
designed simply to create talk 
about himself and his business, 
Some time ago, for instance, he 
printed a full-page cut of a globe, 
with the phrase “TI sell the earth— 
as you want it.” On the occasion 
of completing his first year of 
business he published a full-page 
ad showing half-tones of more than 
forty large properties sold in the 
previous twelvemonth, and when 
the historic United States Mint in 
Philadelphia was disposed of 
through his agency he published 
a half-page illustration of it with 
the laconic observation, “United 
States Mint for sale—not this 
one, but other money-makers.” 














estate affairs that no deal of im- 
portance is carried on without him. 

From the first he has used ad- 
vertising, but of a kind that is re- 
garded as “peculiar” among real 
estate agents. In this field the 
whole effort has been to get direct 
results—advertise a free excursion 
to a new subdivision and sell lots 
to the blare of a brass band. Mr. 
Isman advertises only for indirect 
results, and employs space spas- 
modically. Instead of the conven- 
tional newspaper card under “Real 
Estate”_in the classified columns 
every Sunday, he bunches his hits, 
taking a half page or page several 


In his hands the conventional “For 
Rent” and “For Sale” signs put on 
buildings, always inconspicuous, 
have become designs in two shades 
of green that simply cannot be 
passed by the pedestrian, while the 
signs hung in store windows are 
semi-transparent, showing up even 
better at night, when the store is 
lighted. When a place has been 
sold or rented the fact is announc- 
ed by another card, “Sold by Felix 
Isman.” This device is as effec- 
tive as it is simple. Mr. Isman’s 
stationery is decorated with shrewd 
maxims of his own _ production, 
such as, “Profits in realty arg 


























made by knowing what real estate 
to go by and what real estate to 
go buy,” “Better a vacant house 
than a bad tenant,” “It is not how 
to make money with money, but 
how to make the most money with 
money.” His advertising is not con- 
fined to Philadelphia pzapers, but 
sometimes appears in New York 
dailies. The latter is aimed at 
New York investors, according to 
Mr. Isman’s private secretary, 
Jules E. Mashbaum. 

“Our business is entirely in Phil- 
adelphia central real estate,” he 
says. “Advertising in New York 
papers diverts trust funds to this 
city. Philadelphia realty in the 
center of town is a better invest- 
ment than that of any other city, 
for the business district is restrict- 
ed to comparatively narrow bounds, 
and the cost of taxes, keeping up 
property, etc., is lower than any- 
where else—lower even than in 
Brooklyn. New York realty is 
very costly—second only to that of 
Boston. These conditions invite 
trust funds. Experiments were 
also made with this kind of ad- 
vertising in Baltimore, but were 
not very productive. Mr. Isman 
writes all the ads. Usually they 
are brief and original, the story 
being told with a picture and a 
single sentence. He makes a point 
of varying each ad so that it is 
quite unlike the last, and strives 
only for publicity. Indirect adver- 
tising in the realty field seems to 
be an entirely new thing. Other 
real estate men either condemn or 
are afraid of this method. But 
our organization is so complete in 
this city that it can hardly help 


being profitable.” 
——-_+or—____—_—_ 
A series of booklets and folders ex- 
plaining the lock-stub check system, for 
the waiters in restaurants and the at- 
tendants at soda counters, is distinguish- 
ed by clever pictures, clear description 
and variety of design, each of the -eight 
pieces being distinct from its mates. 
This series goes direct by mail. It was 
written and designed by Edmund Bart- 
lett, New York, for the Lock-Stub Check 
Co., 154 West Thirty-fourth street. 
The 1904 livery book of Rogers, Peet 
Co., New York, is distinguished for 
completeness, brevity and the distinc- 
tion of dress that goes with such a cata- 
logue. It bears the imprint of the 
Cheltenham Press, New York. 
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1903 A RECORD YEAR 


FOR THE 


Chicago Record-Herald 


Among Chicago morning news- 
papers the advertising published in 
1903 as compared with 1902 shows 
THE RECORD-HERALD — 706 
columns 71 lines. The Tribune lost 
860 columns 212 lines. The Examiner 
and Sunday American lost 2,707 col- 
umns 99 lines. 

This, notwithstanding THE REC. 
ORD-HERALD refused to publish many 
advertisements accepted by other 
papers, and all the rates of THE REC- 
ORD-HERALD are on its rate card. 
The only morning paper in Chicago 
that dare publish its circulation. 


The average circulation for 
1903: Sunday, 191,317; 
Daily, 154,218. 

The largest two-cent circulation in 


the United States, morning or even- 
ing. 














“MakinG Money” is a real estate 
booklet from F. W. Faxon & Co., Mem- 
phis, in which this firm’s Evergreen 
subdivision is described by text and 
pictures, and the eternally sound 
reasons for owning one’s home are re- 
hearsed with as little of the trite as 
may be. It is accompanied by a large 
map of Memphis, showing the  sub- 
divisions in a red circle. This map was 
given to any one notifying the firm of 
property for sale or to rent, any pros- 
pective purchaser, and anybody giving 
information of value in its business. 
This mode of distribution was very satis- 


factory. 
——~+o>—_—_—_ 
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LINCOLN FREIE PRESSE 
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WITH ENGLISH ADVERTISERS 
By T. Russell. 


One of the maxims deemed to be of 
universal validity in the domain of ad- 
vertising is the “ one thing at a time” 
idea. We are always having it point- 
ed out to us that to advertise a num- 
ber of different things, or of different 
uses for one thing, in a single an- 
nouncement, so distributes and en- 
feebles the appeal that the effective- 
ness of the advertisement is bound to 
be diminished. 


» x » 

This fact—if it be a fact—places 
great difficulties in the way of a con- 
siderable number of advertisers. I 
will not particularly cite the case of 
the patent medicine man who wants 
to explain that his particular pill or 
potion is good for ’most everything 
that afflicts people, and some others 
that don’t. He can, if he likes, tackle 
one ailment at a time, though I think 
that if wise he will still ring in the 
miscellany at the end. When we bow 
in assent to the great array of author- 
ities who lay down the “one thing at 
a time” law, we ought not to forget 
that while the restriction of a claim to 
one utility at a time no doubt does 
make the announcement stronger in 
regard to the one utility claimed, it 
also has the effect of limiting the pub- 
lic appealed to. It is no doubt true 
that when a medicine is advertised in 
asingle announcement, as good for, 
say, rheumatism, it will get more atten- 
tion from the people who have got 
rheumatism than if a number of other 
things—say gout, piles, biliousness, 
corns, warts and bunions—were all in- 
cluded in the headline. But it ought 
not to be overlooked that when you 
go for the rheumatic man’s trade ex- 
clusively, you cut off the appeal to all 
the gouty, bilious, and other sufferers. 
It is a case of appealing very strongly 
to a highly limited public, or appeal- 
ing less strongly to a much more ex- 
tensive public, and there is a certain 
rashness in the assumption that the 
former method must necessarily be 
the better. 

* * * 

In any event, thus to assume is to 
run counter to another generally ac- 
cepted maxim of advertising philoso- 
phers, and when we have these great 
men implicitly contradicting them- 
selves or each other, it is surely allow- 
able for mere practitioners of adver- 
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tising to think that there must be room 
for doubt. Now, we are always being 
told—just as persistently, and with just 
as much authority on the part of the 
tellers as we are told that “one thing 
at atime” is the only way of salva. 
tion—that an advertiser who wants to 
succeed on the large scale must appeal 
to all the public; and, indeed, it is very 
certain that no success of the first 
class, in point of magnitude, has been 
recorded by an advertiser who confined 
himself to a single section of the pub- 
lic. Well, an advertiser who splits up 
his claim, on the “one thing” plan, 
puts himself all the time in the posi- 
tion of an advertiser who goes for the 
trade of a single class, and, what is 
more, he does not even get the “ham- 
mer-and-tongs ” effect which the latter 
produces by keeping everlastingly at 
it with one subject. 
* * * 

Now, I am quite prepared to be 
told, more in sorrow than in anger, 
that this is heresy of the rankest. 
But I will put another aspect of the 
same question. What about the gen- 
eral merchant, the department store 
man and the dealer in a large line of 
small things, none of them intrinsi- 
cally of sufficient distinctiveness to be 
separately advertised? We all know 
very well that these people do not, in 
fact, confine themselves to one thing 
at a time, because they can’t, and that 
some of them—like, for instance, our 
J. G. Graves, of Sheffield, the king of 
mail-order and deferred-payment busi- 
ness in this country—not only adver- 
tise a large number of things each 
time, but make a big success by it. 
And some of these mixed-ad people 
get out copy that is calculated to freeze 
the marrow of the average orthodox 
one-thing-at-a-time-if -you—don’t—want- 
to-be-busted critics. I know one of 
them— Piggott, of London— who 
makes up a block anywhere up to ten 
inches triple column, with up to twenty 
or thirty little cuts in it, and-the descrip- 
tion and prices all in agate or 6-point 
type. He has been at it a long, long 
time. It must be nearly ten years since 
I intervied him for PRINTERS’ INK, 
and he has been reading PRINTERS’ 
INK all that time, and getting the “one 
thing” doctrine shoved down his 
throat all that time. I tried to incul- 
cate it when I interviewed him—I was 
younger then and hadn’t become wise 
to the fact that there are varieties of 
business in the world, But he hasn’t 
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got converted, and the reason must he 
that he has not had to be. His business 
has shown him that there is, for him, 
nothing in it. And you mustn’t think 
that Mr. Piggott, the “My Tailor” 
man, is the only one init. I dare say 
he wishes he was. There is a mass of 
experience the same way. And I have 
no doubt that there is a mass of expe- 
rience the other way also. There are 
all sorts of businesses, and what is 
good for one might be fatal for another. 
What is genius in advertising lamp 
chimneys may be something quite 
different when applied to soap—as 
some people think they have recently 
had an opportunity to observe. 
* * * 

Messrs, Catesby & Sons, of this city, 
very diligent and admiring readers of 
PRINTERS’ INK—they often write to 
me about the Little Schoolmaster— 
are this week holding a picture show 
in their fine Tottenham Court Road 
premises, They are showing works 
by Dudley Hardy, Stacey Marks, Tom 
Browne, my friend the late Alfred 
Bryan, Gordon Craig (Ellen Terry’s 
son), Thomas Downey, John Hassall, 
Raven Hill, Caton-Woodville and 
other great artists, and along with 
them the originals of the famous 
Catesby’s Drolleries and cther Cates- 
by ads. The Charles Dickens series 
of “Drolleries” took the town by 
storm when it appeared in the dailies 
here, and I always look with a good 
deal of interest at the Catesbys’ work, 
because I have had so many opportuni- 
ties of knowing that they follow 
PRINTERS’ INK with more than the 
usual amount of attention, and I feel 
convinced that (while the agency 
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founded by the late Thomas Smith 
has done a great deal for them) they 
would not have been the really great 
and accomplished publicists that they 
are—and they rank with the first—if 
they had not had their enthusiasm 
aroused by PRINTERS’ INK, which the 
late Mr. Catesby picked up in America. 





WORKS PSYCHOLOGICALLY, SO 
TO SPEAK. 


Buying newspaper space means buying 
an audience, 

The man who has nerve enough to 
make a liberal contract for advertising, 
must have faith—faith in himself, faith 
in his business and faith in the news- 
paper he pays his money to. 

Advertising is the @reatest force in 
business to-day, but it takes nerve to 
use it. 

_ The timid merchant looks at his space 
in the paper and finds it hard to see how 
it is worth very much. 

He can’t go with that ad into the thou- 
sand of homes each day and see it do its 
work. 

The fact is, the space is not the thing 
he pays for at all. 

Space is only the medium through 
which he conveys an impression of his 
goods and his store to thousands of pos- 
sible customers each day. 

He can’t reach them any other way. 
The merchant who doesn’t advertise 
doesn’t reach them, 

The real value—the intangible thing 
he really buys—is an effect on people’s 
minds. 

The best asset a business can have is 
to be continually impressed on thousands 
of human brains. 

You can’t see it; you can’t feel it, but 
it does its work and sell goods.—Folder 
from the News, Newburyport, Mass. 





THERE are only a few pages in the 
summer booklet of the Hotel Low, 
Bradford, Vt., and half of them are de- 
voted to outdoor pictures. A few dis- 
tances and prices tell the rest of the 
hotel’s story. 
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MAIL ORDER EDITOR WANTED 
FOR WOMAN’S MAGAZINE. 


general advertisement writing—in fact, a combination of a country editor 
and a typographical artist, understanding the nature and construction 
of plates and electros, with a keen judgment of illustrations. Address, 
“ Mail Order Editor,” care PRINTERS’ INK. 


work, one who is experienced in 
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DAILY NEWSPAPER INVES- 
TIGATIONS. 


VIII. 


ALLENTOWN, PA. 


I received a mild jolt when I arrived 
at Allentown. By the last census the 
city numbered 35,416 inhabitants. The 
small outlying, yet immediately adjoin- 
ing, boroughs will, at the present time, 
make the population fully 45,000; cer- 
tainly a town not so large but that near- 
ly every one ought to know how many 
daily papers it supports. Yet the first 
five gentlemen whom I met on the 
street—well dressed, evidently business 
men, and all residents—told me _ posi- 
tively that there were but three dailies 
in the town, and One said only two. My 
tab throughout the day showed eighteen 
citizens who did not know there were 
more than three daily papers published 
in the city. Perhaps this lack of news- 
paper knowledge is an Allentownian 
idiosyncrasy, yet I believe it is more or 
less common everywhere. If it is, does 
it not prove how narrow is newspaper 
circulation in such towns, and the posi- 
tive need to advertisers of these “Daily 
Newspaper Investigations” that are now 
appearing in Printers’ INK? 

Notwithstanding this positive informa- 
tion to the contrary, Allentown hss four 
daily newspapers: The Allentowr. Morn- 
ing Call, Independent in politics; and 
three evening papers: The - City 
the Chronicle and 


Item, Democratic; 
News, Republican; and the Allentown 
Leader, Independent. 

At the office of the Morning Call I 
was received by the head printer, Mr. 


Miller being absent. The office may 
have been somewhat topsy-turvy, but 
the printer knew what he was about. 
To my question as to whether there was 
any effort on the part of advertisers to 
have good copy and to have it frequent- 
ly changed, he at once became a bright- 
eyed, enthusiastic and interested man. 
He went over nearly every ad in the 
Call, showing me who had prepared this 
ad, who that; and telling me how he 
himself had fought with this advertiser 
to get him to improve his copy, and 
with that one “for heavens’ sake, to 
make a change once in a while.’”’ There 
were, he said, a number of advertise- 
ment writers and constructors in the 
town, whose services were used more or 
less by advertisers, and who had greatly 
improved advertising copy. Ads had 
greatly improved within the past ten 
years. Nearly all advertising was 
local. The circulation of the Call he 
gave at from 3,500 to 3,600 copies 
actually sent out. The paper had a 
large country circulation, going out into 
many adjoining villages. Its rates were 
the same as those of the evening papers, 
being those adopted by the Lehigh Val- 
ley Editorial Association. 

The fine City Item Building, in the 
heart of the town, indicates a particular- 
ly prosperous condition of the Item. In 
the large, bare front office I found Mr. 
Graffin, the business manager. He gave 
me the Item’s circulation as 4,100, and 
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the usual advertising rates, which were 
positively flat. I couldn’t get another 
scrap of information from him, either 
as to advertising or circulation. 

The trim, neat little building and the 
offices ditto of the Chronicle and News 
gave the most favorable impression of 
any that were visited. But if one ex- 
pects to get a trim, neat circulation 
statement there, he will not be likely 
to succeed. “The press runs off from 
4,300 to 4,600 a day. We can’t tell 
nearer than that—that’s the run of the 
paper and press. We can’t be bothered 
with counting the number of papers,” 
This was the result of my conversation 
with the business manager of the 
Chronicle and News. 

Mr. Roth, of the Leader, gave the 
present circulation of that paper as 
4,100. He gave me a rate card on 
which were the words: “Paid circulation 
for 1902 averaged 4,584 copies daily.” [ 
had half a notion to ask him to sign the 
card, but the year ‘‘1902”’ and the lack 
of daily statements would have rendered 
it useless to the Directory, even if 
signed. However, the card was the 
nearest that I had come to getting any- 
thing like a definite circulation state- 
ment from any Allentown paper. Alas! 
a few doors from the Leader’s office is 
the store of one of the owners of the 
paper. There I was told that the cir- 
culation was over 5,000 daily. So there 
it is! The Leader is a penny paper; 
the others, two cents daily or ten cents 
a week. 

Hess Brothers and W. R. Lawfer & 
Co. have the two largest department 
stores in Allentown—large ones, larger 
than one would think the community 
would support. Both firms are big ad- 
vertisers—the largest in the city. 
Lawfer & Co. have an advertising man- 
ager who, to say the least, is a very 
bright young man. His entire time and 
that of a number of assistants is devoted 
to the firm’s publicity. They have a 
printing office in the store where they 
set up and electrotype all their ads, 
and where they print and distribute their 
circulars and catalogues. Their ads, oc- 
cupying from a quarter to a full page, 
are changed daily. All the Allentown 
papers and the Globe of Bethlehem 
were used. A preference was given to 
the Chronicle and News and the Item 
for high-priced goods, and to the Lead- 
er for the cheaper grades. The Lead- 
er was believed to have the largest cir- 
culation, being the cheapest paper, and 
for that reason circulating more among 
the laboring class and the people of 
moderate means. Street cars were not 
used. The manager was warm in his 
praise of billboard advertising. It was 
“the” advertising for Lawfer & Co., 
and was worth more than all the news- 
papers put together. They had many 
boards throughout the country—had just 
been putting out over 100—some very 
large ones. This was done for them 
by a Mr. Schellenberger, formerly with 
the O. J. Gude Co. His work was ar- 
tistic, of the very best, very cheap, and 
he was doing an immense amount of it 
for Allentown advertisers. This was 
certainly true, as I found on my trolley 
ride between the towns. Pennsylvania 

















Dutchland has become an_ inartistic 
pillboard land—hig signs and little signs 
standing all over, and barns covered 
with advertisements on every hand and 
at every turn of the road. 

The advertising manager of Hess 
Brothers said that the Chronicle was 
the best advertising medium in Allen- 
town. Then came the Item, and for 
the cheaper grade of ages’ the Leader. 
The Call was used also with good re- 
sults, bringing in country trade. The 
Times, of Bethlehem, was an excellent 
paper—better than any of the Allen- 
town papers—but the Globe of South 
Bethlehem, was ‘‘no good.” Neither 
were the street cars. The firm did 
some “billboard and barn work.” It 
kept their name before the public, but no 
direct results were noticed. 

At a large clothing store the Call 
was preferred, the Item coming next, 
with billboards and barns as_helpers. 
The Call was liked because it circulated 
in the country. 

A visit to the trading-stamp people 
elicited no choice of newspapers, but 
the information was obtained that news- 
paper relations were harmonious and 
lovely, with no demand on the part of 
advertisers that trading-stamp ads _ be 
excluded. 

A large millinery and ladies’ dress 
goods store used all the papers alike, 
with a decided growl that all were 
claiming two or three times the circu- 
lation that- they actually had. 

Two music stores, a jewelry store, a 
drug store, a book store, a harness store, 
an electric supply store (all large estab- 
lishments), all mentioned the Chron- 
icle and News and the Item as their 
choice of advertising mediums, and each 
one named the Chronicle and News first. 
Of thirty persons interviewed ten took 
the Leader, nine the Chronicle and 
News, six the Item, and five the Call; a 
few taking two papers, but not enough 
to call for any memorandum of the 
number. 

At the American Hotel, where I got 
my supper, as near as I could see, in 
the reading room, four were reading the 
Chronicle and News, four the Item, six 
the New York Journal, six the Philadel- 
phia Bulletin, 

The chief news agency in the city 
was visited with an idea of learning, if 
possible, the circulation of the New York 
and Philadelphia papers. I could not 


get figures—only comparisons. By far 
more New York Journals were sold than 


any other evening paper. Next came 
the Philadelphia Bulletin, of which the 
agency sold about = copies; then 
the Philadelphia Telegraph, a few copies. 
As all outside papers were. handled by 
more than one agency, no actual figures 
of the total circulation could be ascer- 
tained. The agency did not handle the 
New York World at all, and believed 
that very few copies of that paper were 
sold in the city. The Philadelphia morn- 
ing papers far outsold the New York 
morning papers, for which there was 
very little call. The North American 


led, followed closely by the Inquirer 
and Record. Of the New York papers, 
the American led. ; 

At the newsstands at the railroad sta- 
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tions the same condition of affairs exist- 
ed, except that the Inquirer led, with the 
Record and North American an even 
second. 

A good many boys, about 6 p. m., 
were selling Journals and Philadelphia 
evening papers. One had sold twenty- 
two copies of the Journal, another 
twelve, another five. They agreed that 
they sold about twice as many Journals 
as they did of the Philadelphia papers 
combined. Of the latter they sold more 
Bulletins than anything else. 

The street cars run In all directions 
from Allentown far into the country, 
yet I did not find an advertiser who 
thought he was getting anything from 
the car service. I saw a new style of 
car card—at least one that was new to 
me, and very effective. It was a black- 
board of the ordinary street car card 
size, flexible slate, and had the ad of a 
furniture dealer written on it in white 
chalk, and in just plain, ordinary hand- 
writing. The writing could be rubbed 
out and the ad changed in a moment 
whenever the owner wished. The card 
stood out sharp and distinct from the 
other cards. The eye was attracted to 
it at once on entering the car. It was 
all right for one advertiser, and will 
be until some one goes to imitating it. 
Then its effectiveness will be gone. 

Allentown advertising is almost entire- 
ly local. There’s plenty of it. All the 
papers are everended, If the publishers 
get their rates, they are, one and all, 
carrying corpulent Thestinitvestn Dutch 
pocketbooks of the full regulation size. 

Classified advertising appears to be an 
unknown quantity in all four papers. At 
least, I could not find enough of it to 
give it a local habitation and a name. 

As for the circulation of these four 
papers, no one knows anything about 
it but the publishers and the Lord, and 
they won’t tell. If a general advertiser 
insists on advertising in them, he had 
better go in them all; if he does not 
wish to do that, then in the one that 
gives the cheapest rates. I am satisfied, 
however, that the Leader has the largest 
circulation, followed by the Chronicle 
and News; then by the Jtem, and lastly 
by the Call. To reach the poorer or 
medium class, the Leader is undoubtedly 
the best. For general advertising, the 
Chronicle and News and the Item have 
the choice of Allentown’s advertisers, 
with but little choice between them, 
while the Call will perhaps give the best 
results if it is desired to reach country 
people. 

The whole section of country from 
Allentown to Easton and Phillipsburg 
(including ‘those cities) may be regard- 
ed by the general advertiser as one big, 
long-drawn-out town, since it is built up 
nearly all the way and has double rail- 
road and first-class trolley service, with 
a population of fully 130,000. Ten dail- 
ies, all evening papers except one, cover 
the newspaper field, not one of which 
can be said to offer any special recom- 
mendation to the general advertiser. 
These papers, however, are one and all 
loaded to the brim with local advertising. 
All seem to be in a flourishing condition; 
the 130,000. people are_ particularly 
bright and intelligent, having the repu- 


16 


tation of being good advertisement read- 
ers. 

The only paper of the four in Allen- 
town from which the editor .of the 
American Newspaper Directory ever re- 
ceived a straight circulation statement, 
duly signed and dated, was the Leader. 
This was for the year 1900 and claimed 
an average issue of 4,544 copies. To 
the Chronicle and News and the City 
Item the Directory accords an “I” rat- 
ing, explained to mean exceeding 1,000 
copies, while the Cali remains in the 
“JKL” class, meaning not exceeding 
1,000 copies. It is evident that the 
publishers must make their income from 
local advertisers, and that for these the 
local papers, good or bad, are the only 
ones available, while for general ad- 
vertisers the Allentown papers do not 
offer a rich field. 


THE BETHLEHEMS, PA. 
BETHLEHEM—SOUTH BETHLEHEM. 
Snugly tucked in between Allentown 

and Easton lies—but not sleeps—Beth- 
lehem. By “Bethlehem” is meant the 
old town, with 7,293 inhabitants by the 
last census; South Bethlehem, with 13,- 
241, and four other adjoining boroughs, 
which bring the total population up to 
at least 30,000 people. [  seeranes is only 
four miles away, with two trolleys, one 
on each side of the Lehigh; with cars 
running every twenty minutes, with a 
five-cent fare and with the time 
between the two places about half an 
hour. Easton is forty minutes away 
by trolley from the old town. Two 
railroads (the Lehigh Valley and New 
Jersey Central) also connect the three 
towns. 


The great Bethlefiem Iron and Steel 
Works are the lifeblood of the Bethle- 


hems and make the town what it is. 
Yet the old Moravian Schools in the old 
town and the Lehigh University add 
not a little to the importance of the 
place. 

There is a roundabout, sort of go-as- 
you-please car line connecting the two 
towns. Cars run once in about forty 
minutes. Universal wrath pervades the 
universal Bethlehem bosom whenever 
this car line is mentioned. The mer- 
chants in the old town complain that 
nine-tenths of the South Bethlehem peo- 
ple do their apne | in Allentown be- 
cause they can actually go to Allentown 
more quickly than they can get to the 
old town. An experiment with the car 
service proved this to be about the truth. 
The stores and shops of the old town, 
while probably not more numerous, are 
clearly superior to those in South Beth- 
lehem, and compare favorably with those 
in Allentown and Easton, although less 
in number. The shopping center of the 
Bethlehems is in the old town, on Main 
and Broad streets. The trade of all the 
stores is greatly affected by Allentown’s 
proximity. Easton merchants, too, make 
bids for Bethlehem trade, and, although 
further away, get a good share of it, 
owing not a little to the fact that the 
Bethiehems are in Northampton County, 
of which Easton is the county seat, and 
many people are called to Easton on that 
account. : 

The two newspapers are full of 
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Easton and Allentown  advertising— 
chiefly the latter—and the street cars 
are full of Bethlehem shoppers going 
out of town to do their shopping, 

The town has two daily evening pa- 
pers, the Bethlehem Times, published jn 
the old town, at two cents, or ten cents 
a week; and the Globe, published in 
South Bethlehem, at one cent. Both are 
independent in politics, 

‘The young man at the office of the 
Times gave 2,250 as the circulatoin of 
that paper. This was distributed 
throughout both towns, the larger per. 
centage being in the old town. The 
Times did a good deal of advertising 
for Allentown merchants, and had but 
little general advertising and but few 
want ads. 

Mr. Mickley, the business manager 
of the Globe, said the Globe’s sworn 
circulation was 3,650 daily—he would 
make affidavit to that number. It cir- 
culated in both towns, but more largely 
in South Bethlehem. All his advertis- 
ing was local. In fact, he didn’t try for 
any general advertising, and would 
hardly know how to accommodate a 
general advertiser. If admitted to the 
columns of the Globe his advertisement 
would be at the full regular rates. Pat- 
ent medicine advertising would not 
be accepted from any one at any price. 
No ad of any kind whatever was ever 
admitted to the first page of the Globe, 
An offer of $5,000 an inch would not 
secure it. The office of the Globe was 
particularly neat and attractive, and a 
glance through the window at the !arge 
resses in the pressroom added a further 
avorable impression. If appearances 
count, the Globe is a very desirable 
property. 

_ I visited a number of the leading stores 
in both towns, among which was a de- 
artment store—I think the only one in 
ethlehem—a jewelry store, a large fur- 
niture store, a “china’”’ store, two cloth- 
ing stores, a music store, a drug store, 
a book store, and some smaller stores of 
which I made no note. One and all had 
about the same story. The street car 
service was such that Allentown was 
getting the trade. Allentown merchants 
were “working the town for all that it 
was worth.” . 

The Philadelphia morning papers are 
in the lead in the Bethlehems, Philadel- 
phia being less than two hours away 
and an hour nearer than New York. 
call at the newsstands showed that the 
Inquirer and Record were in the lead 
in South Bethlehem, and the North 
American in the old town. The New 
York Journal was the chief evening pa- 
per. At the Journal’s agency in the old 
town 270 copies -were sold daily. At 
the Lehigh Valley station the Journal 
also led. The New York World was 
not handled at all. A good many New 
York Evening Suns and Evening Posts 
were sold, the Sun leading. Of Phila- 
delphia evening papers the Bulletin was 
in the lead and the Telegraph was next, 
but their combined sales did not equal 
that of the Journal. 

At the stands that handled the town 
papers the sales of the Times exceeded 
those of the Globe in the old town and 
vice versa in South Bethlehem. 
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There seems to be but one conclusion 
in regard to these two papers. The 
Globe has the larger circulation, and 
naturally, because it is a one-cent paper. 
As for general advertising, both papers 
are colorless—no particular reason for 
using their columns at all. | The pub- 
lishers don’t appear to want it. 

The Sun and Evening Star has ceased 
publication. Neither the Globe nor the 
Times makes a circulation statement 
that the editor of the American News- 
paper Directory can regard as intended 
to convey information. Their latest at- 
tempts secure the “Z” attachment to 
their ratings, which is explained as 
follows: 

A Z rating indicates that a communication 
received, in answer to an application for re- 
vision or correction of the circulation rating ac- 
corded to the paper, fell short of being a satis- 
factory circulation report because of one or 
more of the shortcomings specified below: 

1. It was not signed, 

2. It was not dated. 

3. It failed to convey the necessary informa- 
tion. 

4. It was not given with sufficient attention 
to detail 

s. It did not specify the time supposed to be 
covered by the report 

6. It did not cover the issues of a full year. 

7. It was signed with a hand stamp. 

8. It was signed by some person whose 
authority to sign was not explained or known. 

g. It was signed only by an initial or by 
initials. 

10. It was not given in such a way as would 
make it possible to hold ary one responsible 
for the information it purported to give, should 
it afterwards be proved untrue. 

1. It failed to strike an average for the 

riod covered in detail, and thereby made it 
impossible to quote’ any figures as having been 
shown by the publisher of the paper. 

12. It failed to clearly state what was meant 
by the word “ circulation.” 

The Z rating is never applied until after the 
attention of the publisher has been directed to 
the insufficiency of the report he has furnished 
and given full information how the fault might 
be remedied. 

The Z rating is most largely applied to 
newspapers whose publishers are better at is- 
suing circulation claims in round figures than 
in sustaining their claims by facts and records, 


It is plain that the newspaper condi- 
tions in Bethlehem and South Bethlehem 
are such as must cause the publishers 
to depend on home patronage for their 
advertising columns, and are calculated 
to induce a general advertiser to in- 
crease his appropriation for the Phila- 
delphia and New York papers rather 
than count on any very profitable results 
from publications issued in these prac- 
tically suburban places. 


OSSINING, N. Y. 

Population, 1900, 7,939; 30 miles north 
of New York City, on N. Y. C. & H. 
R. R. R., and the Hudson River. Ma- 
chine shops, engine works, foundries, 
cotton-gin factories, lime kilns and lime- 
stone quarries. Only daily paper, the 
Daily Citizen. 

Two dailies were started _in Ossining 
in 1902, the Call and the Citizen. Evi- 
dently the Call did not make much 
impression on the village, for I could 


not find out that it had ever existed 
until I visited the Citizen office. There 
I was told that the papers were united 
last year, and have since been issued 
under the name of the Daily Citizen. 

Ossining’s village limits are so con- 
fined that there are from three to six 
thousand persons residing in the town- 
ship but outside the corporate limits of 
the village. There are, therefore, from 
12,000 to 15,000 people from whom cae 
Citizen procures subscribers. It is doing 
this in a very quiet manner, for I faii- 
ed to find any newsboys calling their 
wares on the street. I met quite a num- 
ber of them—all with the Citizen—but 
they were supplying the homes of regu- 
lar customers. The paper has four pages, 
and looks prosperous. It has a goodly 
amount of local advertising, and the 
three or four advertisers to whom I 
talked believed the outlay spent in ad- 
vertising was Paying them. They em- 
phasized the fact that the paper goes 
into homes. 

Two newsdealers were asked about 
sales, and both said that there was a 
fairly large demand for the Citizen. 
One of them made the rather astonish- 
ing statement, in speaking of New York 
papers, that he sold five times as 
many Heralds as he did any other 
metropolitan paper, and he_ believed 
other dealers could tell me the same 
thing. After the Herald he placed the 
World, and then the Journal. 

The Citizen office is a rather unpre- 
tentious place, but the paper is newsy, 
which is of more consequence. The 
manager said he had printed as many 
as 2,200 copies of one issue of the 
Citizen, but that the average at present 
is 1,150. About 135 copies go into the 
pat district back of the village, and 
the balance remain in Ossining and its 
environs. From the number of boys I 
saw on regular routes, and from what 
I gathered in talking with merchants, I 
believe his statement is about correct. 
The American Newspaper Directory 
gives him a “JKL” rating, and I showed 
him he could undoubtedly have a better 
one if he would send in a statement in 
regular form. He dislikes the thought 
of making out such a statement on ac- 
count of the labor involved, and for 
this reason I don’t believe there is 
any record of the exact issue printed 
from day to day. 

The Citizen is not making a bid for 
outside advertising, the manager says—in 
fact, he has refused as much advertising 
as he is now carrying. And yet, to 
effectually cover the field in Ossining. 
an advertiser will probably have to get 
the Citizen to accept his advertisement. 


NYACK, N. Y. 

Population (1900) 4,275; estimated at 
present to be 5,000; 29 miles north of 
New York City, on Northern R. R. of 
New Jersey and the west bank of Hud- 
son River. Shoes and paper-box mak- 
ing, silk finishing. Daily newspapers: 
Evening Star and Evening Journal. 

While the population of the village 
of Nyack is probably under 5,000 per- 
sons, there are two other villages so near 
to it that an outsider cannot tell where 
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one begins and the other leaves off. 
These two corporations are Upper Nyack 
and South Nyack, and their population 
swells the total number to 10,000, With- 
out knowing this, it is difficult to see 
how two daily papers can exist. 

Nyack lies outside the great “metro- 
politan district” of New York City, and 
yet there are several hundred of its in- 
habitants who have their business in- 
terests in New York, and go there daily. 
I had considerable difficulty in making 
several persons understand that it was 
not New York papers I was inquiring 
after. All of the newsstands had New 
York papers prominently displayed. 

The first person of whom I inquired 
the way to the office of the leading pa- 
per was a hotel proprietor. He said 
that the Journal and the Star were 
equally influential; that the former was 
a Republican paper and the latter Dem- 
ocratic. 

A druggist likewise had no choice— 
in fact, he did not think much of either 
paper. , 

n a wholesale and retail provision 
store a clerk directed me to the Star 
office without hesitation when I asked 
for the leading paper. 

An undertaker told me that they were 
equally valuable, he believed. 

One of the proprietors of a large dry 
goods store said that while he himself 
read the Journal, he considered it neces- 
sary to advertise in the Star also. 

The three newsdealers who were ap- 
proached were loath to state any prefer- 
ence. One of them finally admitted that 
the Star was more wideawake; but he 
believed the Journal’s readers would not 
fall far below those of the Star in 
number. Another one preferred to talk 
about New York papers, and was posi- 
tive that there were more New York 
Journals sold in the village than any 
other outside paper. In his opinion the 
World came: next, and then the Press. 

Sixteen persons were approached in 
all, and ten of these were noncommital. 
Four favored the Star and two the 
Journal. 

At the Star office Mr. Knapp, the 
city editor, was in charge. He brought 
out circulation reports for the previous 
week, which showed the daily output to 
be about 1,500. In the 1904 edition of 
the American Newspaper Directory the 
paper is given an “I” rating, which 
means a circulation of more than 1,000. 
Mr. Knapp agreed with me that a defi- 
nite statement in figures would appear 
to better advantage in the Directory 
than a letter “I.” 

The man in charge at the Journal 
office said he knew the circulation, but 
had no authority to talk about it. He 
believed that the manager would be in 
during the afternoon some time, but he 
couldn’t say when. 

The Journal is a four-page sheet, 
while the Star prints eight pages. Both 
are papers for the family, and contain 
home news almost exclusively. (The 
Star seems to have more news, written 
in a more popular way. The circulation 
statement of the Star furnished no rea- 
son for doubting its accuracy, and from 
the trend of the statements made to me 
by the diffcrent persons interviewed I 


believe the Journal’s circulation con- 
siderably less. The three villages can- 
not be fully covered by either paper, 
but if one must be chosen, the Star 
should be that one. 





PEEKSKILL, N. Y. 

Population, 1900, 10,358; 1902, be- 
tween 12,000 and 13,000. On N. Y. C. 
& H. R. R. R., and Hudson River, 48 
miles north of New York. Iron foundries, 
stove works, yeast, hat and underwear 
factories. Daily papers, Evening News 
Daily Republican. : 

Neither of the dailies at Peekskill 
can be said to far outclass the other. 
Twelve of the persons whom I approach- 
ed with reference to the circulation of 
the papers and their advertising value 
believed there is no choice between them, 
Seven expressed a preference for the 
News and three for the Republican, 
_ The hotel clerk directed me to the 
News office when I asked for the paper 
with the most readers, and two minutes 
later the barber in the hotel sent me 
to the Republican office in answer to 
the same question. A policeman showed 
me the way to both offices, and advised 
me to advertise in each paper; a street- 
car conductor didn’t know which had 
the larger circulation, but thought per- 
haps it might be the News. 

The engineer of a large stove manu- 
factory thought the circulation of the 
papers about equal. 

In a drug store I met a business man 
who said the News was certainly the 
better advertising medium, and _ his 
statement was corroborated a few min- 
utes later by a grocer, who said the 
News advertisements “looked more con- 
spicuous. 

The clerk in the postoffice was not 
= to state which paper he considered 
est. 

The Lawson Stores seem to be the 
largest advertisers in Peekskill. The 
proprietor was out when I called, but a 
clerk told me they advertised in both 
papers, and believed them both valuable. 

The two newsstands visited sell about 
as many Republicans as they do of the 
News. They had large piles of New 
York Journals and Worlds on the count- 
ers, and a few of each of the other 
metropolitan dailies. 

At the office of the News Mr. 
Shertzinger, the proprietor, said that he 
was entitled to a higher rating than 
“JKL,” which is accorded him in the 
1904 Directory, but didn’t think it 
worth while to state his circulation to 
me. He doesn’t care for out-of-town 
advertising. 

Mr. Gardner, the editor of the Re- 
publican, told me that he had a cir- 
culation statement all filled out last year, 
“and sworn to,” to send to the pub- 
lishers of the American. Newspaper Di- 
rectory, but he had neglected to send 
it. At that time the Republican’s cir- 
culation was over 1,600, but now it is a 
trifle over 1,400, he said. His paper 
has a circulation of several hundred 
outside the boundaries of Peekskill. 

Both the News and the Republican 
seem to have a circulation of over 1,000. 
The News is somewhat larger, although 
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they each sell for one cent. There is 
only a small street sale of either. The 
News has a little the best of it on cir- 
culation, apparently, and if I were 
choosing a single paper in Peekskill in 
which to advertise, it would be the 
News. 


NEW BEDFORD, MASS. 

New Bedford is a growing commercial 
center. One of its prominent business 
men was heard to remark, “‘We’ll beat 
New York yet.” The Stonington Line 
of Steamers to New York is to be trans- 
ferred to this city June 1. It has a 
$1,500,000 bridge, two lines of steamers 
to the Azore Islands and an important 
trafic in food —— to the Cape 
Verde Islands. The people of this old 
whaling city are proud of every new 
acquisition to its numerous progressive 
interests. 

New Bedford had a population of 62,- 
442, according to the last census, and at 
present no less than 76,000 people. It 
issues only two daily papers, both of 
which are in the same building and have 
the same owners. It is said that in no 
other city of New Bedford’s size does 
such a condition exist." From three to 
five daily papers are generally to be 
found, and some of them find it hard 
scratching to keep alive. 

The Evening Standard is in a position 
to demand and secure whatever adver- 
tising patronage there is to be had and 
to dictate terms. Its average output for 
the year 1903, as shown by its report to 
Rowell’s American Newspaper Directory, 
was 13,200 daily and 2,125 weekly. It 
always makes a full sworn circulation 
statement to the Directory, and believes 
that a good thing to do. Mr. Anthony, 
the business manager, was very courteous 
in exhibiting any proof I required, but of 
the accuracy of his figures no one can be 
found to express a doubt. The sub- 
urban circulation is considerable and 
the paper has a strong hold in all the 
principal towns of Cape Cod, competing 
with great success with the Boston pa- 
pers in that field, although arriving 
somewhat later. . 

Mr. Fox, the advertising manager, is 
quite confident that the Standard is the 
best advertising medium and has the 
best advertising, and the cleanest, of 
any paper in the United States. He 
also considers it the second best paper 
in the State. The paper to which he 
yields first place is the Boston Herald. 

The Standard’s equipment is of the 
very best, scarcely equaled by that of 
any other Massachusetts paper published 
outside of Bosotn. It has a two-deck 
8-page and a three-deck 24-page press, 
besides several small job presses, and is 
housed in a five-story fireproof building, 
one of the handsomest in the city. 

Mr. Anthony asserted that most of the 
Success attained had come from. atten- 
tion to that celebrated Philadelphia mot- 
to of “Keeping everlastingly at it.” 

It would appear that New Bedford is 
practically a one-paper town, although, 
as I have said, it has two papers. The 
merchants claim they get little results 
from advertising in the Morning Mer- 
cury, but use it because of unusual in- 
ducements held out. Thus, the Stand- 
ard will offer space, let us say, at thirty- 
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four cents per. inch, but if you will use 
the Morning Mercury in connection with 
it you may have both for thirty-six 
cents or thereabouts. I heard only one 
merchant express a preference for the 
Mercury, and that was ‘because he had 
more time to read the morning paper, 
but as an advertising medium he did 
not think it produced very valuable re- 
sults. Notwithstanding all this, the 
Mercury is as honest and straightfor- 
ward as the Standard is about its circu- 
lation statements, and printed in 1903 
an average issue of 2,125 copies daily. 

One of the largest clothing dealers 
said that while the Evening Standard 
was the best medium and brought him 
a large amount of business, he did not 
admire the management, because they 
were “too damned independent,” but 
he had to advertise or go out of busi- 
ness. The largest department ‘store 
manager said the Standard did not like 
him because when he took charge of the 
firm he cut the advertising space down 
one-fourth, and now he said that ali 
they did for -him was to charge him 
43 cents per inch for space and extra 
for composition. 

Another department store was an en- 
thusiastic admirer of the Standard and 
perfectly satisfied with it in every way. 
One of the firm said that they advertised 
in the Morning Mercury because it did 
not cost much, but it brought them very 
little business. They also use streetcar 
cards and were divided on this matter, 
one claiming they brought some busi- 
ness, the other that they did not. In 
order to prove something, the negative 
member of the firm is going to place 
a_card in a certain car, advertising 
“Pear’s Soap” at 5 cents if the number 
of the car is mentioned. They did not 
use the Sunday Times because they did 
not care to be associated with such a 
“yellow” journal, and the speaker would 
not take such a paper home, but admitted 
later that he did buy it. 

The largest furniture store, and the 
largest user of space in the city, was 
enthusiastic about the Standard, and 
said the paver brought all their business. 
A very high compliment was here paid 
to the advertising staff of the Standard 
because they did work in such a manner 
that it emphasized every detail and 
brought out their advertisements almost 
absolutely perfect. While the reporter’s 
next question was on his lips, the ad- 
vertiser burst out (with such a show of 
feeling that the reporter was about to 
make tracks for the outside) that “the 
Sunday Times is no damned good,” and 
upon being questioned as to his reasons 
said that it was only read by those who 
wished to see what man had run away 
with some other man’s wife. The re- 
porter finally grasped that the Sunday 
before this man’s wife had_ been 
mentioned in connection with a female 
minstrel show, to be held in the near 
future, but which it had been wished 
to keep a secret. 

At another important dry goods store 
a preference was expressed for the Sun- 
day paper. The firm was also using the 
dailies with good results, but thought 
they charged too much. 

At another large department store the 
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senior member said he knew nothing 
about it, except that they charged too 
much. The other member acquiesced 
and said they used the Sunday paper. 
It was not much of a business bringer, 
but then it did not cost much. 

At the extreme ends of the city the 
merchants, one and all, said the Stand- 
ard was an excellent paper, although 
only two or three had the courage to 
use it much. One of these, a shoe deal- 
er, over a mile from the center of the 
city, said he had a great many customers 
from the south end who came from the 
center of the city, took the trouble to 
get transfers and come to an_ out-of- 
the-way place in order to trade with 
him; he said that it was a result of 
using the Standard. He also used the 
Sunday Times, but not with any such 
result. 

The want advertisements in the 
we take over one-half page every 
ay. 
The newsdealers’ reports showed that 
the Standard was delivered entirely at 
the homes, not a copy being “hawked” 
on the streets. 

The Boston Herald is selling a very 
large number of copies in New Bedford 
at the present time, on account of a 
World’s Fair contest in which a number 
of local men are competing. 

A good many Boston and New York 
papers have a home circulation here, 
except the Boston American or the New 
York Journal, which appear to be sold 
exclusively on the streets. 

Besides those already mentioned there 
are two French dailies. Le Independent 
La Presse of Fall River and La Presse 
of Montreal, Can., have a New Bedford 
circulation by mail, the first of about 
600-and the latter 900 copies. 

The last party visited was Mr. Frank 
Punington, of the O’Sullivan Rubber 
Heel fame. After lighting a “bulldog” 
and placing his feet on top of his desk 
(he had the O’S. rubber heels on), he 
said the Standard was the best paper 
this side of Boston, and was also the 
second best paper in the State. He said 
it seemed as if any other paper could 
not live in New Bedford, but there was 
room for another, plenty of room. It 
would take lots of money to make an- 
other paper pay, but it would more than 
repay the outlay after it was once es- 
tablished. 


FISHKILL—MATTEAWAN, N. Y. 

Fishkill-on-the-Hudson, and Mattea- 
wan, N. Y.—The combined population 
of these villages in 1900 was 9,480; at 
present the population is over 12,000. 
There is a tributary population in the 
township of 3,000 or more. The two 
villages should really form one munici- 
pality, they are so close together. They 
are situated on the N. Y. C. & H. R. R. 
R., and the Newburgh, Dutchess and 
Connecticut R. R. ee across the 
Hudson River is Newburgh, a city of 
over 25,000 people, and New_York is 
fifty-eight miles to the south. Daily pa- 
pers, the Evening Journal, Matteawan, 
and the Fishkill Herald. : 

The population of “Fishkill Landing,” 
as the railroad station is called, or 
“Fishkill-on-the-Hudson,” as the post- 
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office is termed, is less than 4,000, and 
when I arrived I wondered where in 
the world the Herald procured its cir. 
culation, which entitles it to an “J” 
rating in the 1904 edition of the Ameri. 
can Newspaper Directory. When I in. 
quired of a restaurant keeper, however 
how to get to the office of the daily pa. 
per, he said there were two of them, 
My wonder was increasing apace, but 
my informant came to my rescue by 
telling me about the adjoining village of 
Matteawan, where the Toure is 
published. He considered that the cir- 
culation of the two is about equal in the 
two villages. The first newsdealer, also, 
said his sales were about the same. He 
stated that the Evening World has the 
largest circulation of the New York 
dailies, and that the readers of the 
American and Journal are falling off 
in number. 

The clerk in the Fishkill postoffice 
considered the papers equally good, and 
the proprietor of a leading A echoed 
this opinion. In all Fishkill I only 
found two men who had a preference. 
Both of these read the Herald, and said 
it was by far the best paper. 

After this I crossed the line into 
Matteawan, although for the life of me 
I couldn’t tell within a quarter of a 
mile where that boundary is located were 
it not for the fact that there was sudden- 
ly a change in the character of the re- 
plies in answer to my questions. Twelve 
out of fourteen men, and one woman, 
believed that the Journal is more wide- 
ly read, and the better medium for ad- 
vertisers. 

The clerk in the Matteawan_post- 
office was prejudiced, perhaps, when he 
sent me to the Journal, for I afterwards 
learned that the postmaster is one of the 
proprietors of that paper. But two 
newsdealers gave me an account of their 
sales, and both reported in favor of the 
Journal. A druggist—and an advertiser 
—stated that the Journal was ‘“‘a great 
deal the best.’”? A bookseller who uses 
both papers to advertise his wares sent 
me to the Journal when I inquired which 
paper I should advertise in if I were to 
use but one. In the Savings Bank I 
was told that the Journal had a wider 
influence than the Herald in the two vil- 
lages. 

Local pride will account in part for 
the vigorous backing of the Journal in 
Matteawan, but not entirely. It seems 
to me that the Journal has slightly the 
larger circulation. 

Mr. Hoyt, the junior partner, received 
me in the Journal office, and conducted 
me through the plant. All of the paper 
is set by a typesetting machine, and a 
new press and folding machine have re- 
cently been installed. In 1898 the 
Journal had a “JKL” rating, and no 
change has been made since then in the 
Directory. A statement that the publish- 
ers sent in in 1903 failed to meet the 
requirements in several particulars. Mr. 
Hoyt stated that the daily edition at 
present is 1,200 every day, and_ he 


showed me the pile of paper, printed on 
the outside, to back up his figures. It 
looked like 1,200 sheets, but T believed 
Mr. Hoyt’s statement even before he 
showed me the stack of paper. 
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Mr. Donoghue, editor of the Herald, 
was making up the paper when I called 
on him. e said an “I” rating, as given 
him in the 1904 edition of the American 
Newspaper Directory, suited him, al- 
though it might be better for him to 
make up a definite circulation statement 
for the next edition. 

Newburgh merchants figure quite 
prominently in the advertising columns 
of both papers, but other than this, and 
some patent medicine advertising, about 
all the advertising space is taken by 
local merchants. The Journal has eight 
pages, while the Herald has but four, 
and the former has several columns more 
of advertising. Both have typesetting 
machines, and both appear prosperous. 


NEWBURGH, N. Y. 

Newburgh, Orange County, N. Y., on 
Erie and West Shore Railroads, and 
Hudson River. Ferry connection with 
New York Central and Hudson River, 
and Newburgh, Dutchess and Connecti- 
cut Railroads. Population, 1900, 24,943; 
estimated at present at less than 26,000. 
Principal industries are tanneries, 
foundries, cotton, wool, iron, flour, en- 
gine and boiler manufactures, and boat- 
building. Newspapers, in the order of 
their importance to an _ advertiser, 
News, Journal, Register and Press (the 
latter a morning paper). ; 

Newburgh is a comparatively easy 
city for an outsider to canvass in regard 
to the circulation of the local papers. 
There are three evening papers, and 
when I arrived, late in the afternoon, I 
strolled through the two principal busi- 
ness streets and looked for newsboys. 
They were not hard to find, but the 
only local paper they carried was the 
News. About half of them had the 
New York Journal in addition. I saw 
twenty boys, probably, and not one of 
them had a Register or Journal, Fi- 
nally, in despair, I asked a policeman if 
there were not other evening papers be- 
sides the News. He replicd that there 
were two others, but that the News had 
as large a circulation as any of them. 

The hotel clerk said the News is the 
best paper; besides, he added, it has 
eight pages and the others have four. 

Everybody whom I saw in Newburgh 
that afternoon who was reading a local 
paper had the News. Of course there 
were people with the others, but I 
didn’t see them. 3 

Alex. Goldberg, a large advertiser, 
was not in his clothing "store when I 
called. An elderly clerk said the News 
brought the best results, and after that 
the Register, which goes to the Demo- 
crats of the city. The Press, he said, 
was picking up some, under a new man- 
agement. 

The manager of the New York Furni- 
ture Company, a Mr. Crawford, said 
that he advertised in all the papers. In 
order of value to an advertiser he ranked 
them News, Journal, Register, Press, 
and believed the circulation of the 
News equaled that of the other three 
combined. 

I called on Peck & Van _ Dalfsen 
especially because I found their ad in 
the Register but not in the other papers. 
They are furniture dealers, and appear 


prosperous. But they wouldn’t tell me 
why they place their advertising as 
they do. 

Board & Denniston are grocers, and 
cater to the best trade of Newburgh. 
They use the Journal all the time, ana 
the News about once a week. The 
latter paper, they say, has the advertise- 
ments of too many cut-rate grocers, and 
the Journal reaches a higher class of 
patrons, they believe; but for a gen- 
eral advertiser they would recommend 
the News. 

“Davis, the Cash Grocer,” told me to 
use the News, especially if I wished to 
advertise in a single paper. 

W. D. Traphagan, shoedealer, gave me 
an “unbiased opinion” to the effect that 
the News and the Journal are the two 
best papers for the advertiser. 

From newsdealers I received informa- 
tion which led me to believe that the 
sales from newsdealers of the News were 
more than the combined circulation of 
the other three. Also, I learned that 
between 2,000 and 2,500 New York pa- 
pers come to town daily, mostly Jour- 
nals and World. As is frequently the 
case, a large number go back to New 
York. 

Mr. F. W. Wilson, manager of the 
News, took me through the plant, which 
is one he may well feel proud of. There 
are three typesetting machines and a 
perfecting press—the only one in New- 
burgh. The counter on the press re- 
gistered 4,560 as the edition printed on 
the previous day, but the circulation 
record, which was shown me, placed the 
number slightly below 4,500, as spoiled 
copies are not put in the record. There 
is no reason to doubt these figures, 
and it is a splendid showing for a town 
the size of Newburgh. While the News 
goes largely to working people, all 
classes buy it regularly. 

The Press is the morning paper, and 
has a “JKL” rating in the 1904 Ameri- 
can Newspaper Directory. The editor’s 
son was in charge when I called, and 
stated that the daily edition is between 
1,900 and 2,250. I am not positive that 
he was authorized to speak, however. 
It seems to be the general opinion in 
Newburgh that the Press has improved 
its circulation during the past year. 

The proprietor of the Regtster said he 
didn’t see any particuar advantage to 
be gained from talking to me. 

The Journal has a well-kept plant, and 
the proprietor considered the PRInTERs’ 
INK investigation a good scheme. But 
he didn’t see fit to talk circulation. 

The News is far and away the best 
advertising medium in Newburgh. If it 
came to a show-down it would undoubt- 
edly more than equal that of the other 
three combined. ‘The Journal is a good 
medium, especially as a paper which 
circulates among people of a_ higher 
class. After the Journal comes the 
Register and the Press. Their circula- 
tion cannot be stated here, as I don’t 
know it. 





KINGSTON, N. Y. 
Kingston, Ulster County, New York. 


Population, 1900, 24,535; at present es- 
timated at over 26,000. On the West 
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Shore, Ulster & Delaware, New York, 
Ontario & Western, and Walkill Valley 
Railroads, and Hudson River, 88 miles 
north of New York and 53 miles south 


of Albany. River commerce, boat build- 
ing, and trade in brick, cement and 
bluestone. Dailies in order of import- 


ance, Freeman, Leader, Express. 


There are two evening papers, the 
Freeman and the Express, and one 
morning paper, the Leader. The two 


former are printed in Rondout, which 
is now within the municipality of Kings- 
ton. 

At the Eagle Hotel I was told that 
the Freeman was the leading paper, and 
three letter carriers told me the same 
thing a moment later. A druggist re- 
peated the statement, then a clothier, a 
newsboy, and a jeweler. So far I was 
justified in the opinion I had formed. 

But a leading clothier, who asked 
me not to mention his name, said he 
considered the Leader just as good as 
an advertising medium as the Freeman, 
although the circulation is probably 
smaller. Herbert Carl’s department 
store is one of the largest establishments 
in the city, and the manager there said 
that the Leader brought better returns 
than the Freeman, although the latter 
has the larger circulation. He attributed 
this to the fact that the Leader is a 
morning paper. 

The Mortimer C. Drake Co. are the 
largest advertisers in the city. They 
have a general department store, and 
use all the papers, besides country 
weeklies throughout the county for a 
mail order_ trade. The manager stated 
that the Leader brought the best re- 
turns of the city dailies, and placed the 
Freeman next. 

One advertiser, who likewise gave first 

lace to the Leader, said that the 

eekly Argus was the best medium in 
the city. 

I called at a newsdealer’s for a 
copy of the Express, but he didn’t 
handle it, although he conducted a gen- 
eral newsstand. A newsboy, likewise, 
had plenty of Freemans, but only sup- 

lied the Express to regular customers. 
He had more customers for the Free- 
man—a great many more. 

On my way to Rondout I asked the 
car conductor which paper he read and 
he replied that he bought the Freeman 
regularly. A Rondout druggist and a 
clothier advised me to advertise in the 
Freeman. 

The Express and the Freeman offices 
were both closed when called—a 
little after five o’clock. In the 1904 
edition of the American Newspaper Di- 
rectory the Freeman is credited with 
3.374 circulation, and the Express has 
an “I” rating, which stands for a cir- 
culation exceeding 1,000 copies. It is 
also stated that no recent circulation 
statement has been furnished from the 
office of the paper, and that it is prob- 
able that a new statement would not 
warrant so high a circulation as did 
the last statement. 

The publisher of the Leader inform- 
ed me that he believes the American 
Newspaper Directory does not treat him 
fairly. He has repeatedly sent in 


statements that do not meet the re- 
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quirements. I handed him a circulation 
blank, but he said he preferred to send 
in the same kind that he had been in the 
habit of doing, even at the risk of its 
not being published. The Leader, he 
states, has a peculiar circulation. Three 
times a week there is a considerable in- 
crease in the circulation, as there are 
a large number of the subscribers who 
prefer the Leader as a tri-weekly. On 
these days 2,900 copies are printed. The 
average for the week would be several 
hundred less, 

‘The circulation of the Leader in the 
Directory for 1904 is expressed by letters 
and symbols as follows: (Z, 4) “I” 
{@@), which are explained by the key 
to mean: 

“I” exceeding 1,000 copies. 

(Z, 4) Its circulation report fell short 
of being satisfactory because not given 
with sufficient attention to detail. 

(@@) Desires a higher rating but 
fails to furnish information that would 
warrant it. 

_For a general advertiser, the largest 
circulation can be secured by using the 
Freeman, although a number of mer- 
chants in Kingston get better returns 
from the Leader. The Express need 
not be considered unless one wishes to 
advertise in all the local dailies. Both 
the Leader and the Freeman are eight- 
page papers, and make a good appear- 
ance. The Express has four pages. 

SAUGERTIES, N. Y. 

Saugerties, Ulster County, N. Y.— 
Population, 1900, 3,697; estimated at 
present over 4,400. On West Shore road, 
and Hudson River; 12 miles north of 
Kingston and 39 miles south of Albany. 
Paper mills and binderies, lace works 
projected. Agriculture. Daily paper 
(evening), Post. 

The local stores advertise quite free- 
ly in the Post, and there are several 
columns of Kingston advertisements. 
The newsdealers. say the circulation is 
genera) in the village, and about all the 
people I talked to said they read the 
paper. As a rule the advertisers looked 
upon me with suspicion, and thought I 
might find a better business than trying 
to find out about their local paper. 

I came into town with the New York 
morning papers—several hundred of them. 
There were more Heralds than anything 
else, and Worlds and Americans came 
next. 

Mr. Jernegap, the manager, was in the 
Post office. e stated that the circula- 
tion of his paper is 450, all within the 
village. A weekly is published at the 
same office, which covers the country 
districts. Kingston papers enter the 
village to a limited extent, but to reach 
Saugerties people the Post must be used. 


CATSKILL, N. Y. 

Catskill, Greene County, New York.— 
Population, 5,484 in 1900; not much 
change since then. On est Shore 
Railroad and Hudson River. Daily pa- 
per, the Mail (evening). 

The Mail has for its chief competitor 
the weekly Recorder, which has an un- 
usual circulation for a country weekly. 
In the 1904 edition of the American 
Newspaper Directory the Recorder has 
a circulation of 3,464 for a year ending 
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with March, 1904, atid the Mail is given 
a “JKL” rating. 

About all the advertisers I saw said 
that the Mail has a good circulation in 
the village, and then added, “The Re- 
corder is a good paper for an advertiser,” 
A newsdealer informed me that the 
Recorder's circulation is far and away 
beyond that of the Mail and the other 
weeklies. A circulation of 500 would 
— be a liberal estimate for the 


ail. 
Albany papers reach Catskill to a 
limited extent. 


MOUNT VERNON, N. Y. 
WHITE PLAINS, N. Y. 


Mount Vernon, thirteen miles north 
of New York City, had a population of 
20,346 by the last census. Local esti- 
mates now give 26,000, The town is a 
high-class suburb, It has no industries. 
Between 3,000 and 3,500 commuters 
leave its two railroad stations for the 
city each weekday morning, and as 
heads of families represent nearly two- 
thirds its population. The other third 
is engaged in shopkeeping, building, etc. 
Real estate valuations make the town 
expensive for the laboring classes that 
inhabit Yonkers, a few miles west. The 
people of Mount Vernon have high pur- 
chasing power. 

Mount Vernon has two local dailies— 
the Argus and Eagle, both published in 
the evening. The first is rated 2,989 
in the 1904 American Newspaper Direc- 
tory. The Eagle is rated “I,” or ex- 
ceeding 1,000. Both sell for a cent. 
These papers are naturally in competi- 
tion with the New York dailies. But 
Mount Vernon has a social life to record 
that is not touched by metropolitan edi- 
tors, and it is safe to assume before 
entering it that this demand for news 
is catered to in some way. 

The Little Schoolmaster’s reporter ar- 
rived before Mount Vernon papers ap- 
peared on the streets. A few boys were 
selling New York evening papers, and 
the newsdealers had remnants of their 
morning stock. The business district is a 
mile from the Harlem Railroad station, 
and on the walk uptown questions were 
asked freely. A newsdealer said that 
everybody carried away a New York 
aper in the morning. The Sun and 

erald lead his sales. Everybody brought 
back a New York afternoon paper on 





‘the train, so he sold chiefly Mount Ver- 


non papers in the evening. The Argus 
led the Eagle several times over. A 
prosperous merchant tailor said he ad- 
vertised in the Argus, but not in the 
Eagle. He thought the Argus appealed 
to the better classes. A ‘newsboy said 
he sometimes sold more New York after- 
noon papers than those of Mount Ver- 
non, and sometimes the reverse. The 
Argus led. The assistant postmaster 
would state nothing more definite than 
the population of the city, saying that 
it was not his place to give opinions 
as to local newspaper circulations. When 
asked which he read he replied, “Both.” 

At the Eagle office Major J. B. Hop- 
per, the business manager, said that pa- 
per now had a daily circulation of 1,200. 
Asked why he did not make a statement 
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to the American Newspaper Directory, 
he said he always did, and appeared 
unable to distinguish between letter and 
figure ratings in that book. He admitted 
that the Argus had a larger circulation 
and carried more general advertising. 
The proprictors had more money to 
spend in its development than . the 
Eagle’s publisher, he thought, and stated 
that if asked what was the leading 
newspaper of Mount Vernon he should 
truthfully say, “The Argus.” The 
Eagle was a younger paper, the daily 
edition dating only from 1900. It had 
some foreign advertising, and made an 
effort to get such business at a fair 
rate. Jt carried the city advertising in 
common with the Argus, and held the 
respect of the people in a strong Re- 
publican city, though Democratic in poli- 
tics. Once a month special illustrated 
editions were printed for surrounding 
towns—Larchmont, Portchester and 
White Plains. These were bought by 
business interests in those places and 
sent broadcast. He thought that an ex- 
cellent edition for general advertising. 
The Eagle’s plant consists of a linotype 
and web press. Its office does not in- 
dicate a high degree of prosperity. 
_The office of the Argus is equipped 
with two linotypes, a web press and a 
very complete job plant, and is thorough- 
ly modern and prosperous. Franklin A. 
Merriam, general manager of the Argus, 
said that the present edition was not 
less than 3,000 daily. The bulk went to 
newsdealers, 400 copies being sold to 
newsboys and from 500 to 600 sent out 
by the paper’s carriers. The Argus has 
no returns. The Eagle has. He thought 
the Eagle printed not more than one- 
sixth as many papers as the Argus. A 
good many Mount Vernonites go to 
New York to shop, but the city had 
some high-class stores, and the Argus 
carries advertising for New York de- 
artment stores, printing it with New 
ork typography from matrices furnish- 
ed by Mr O’Flaherty’s syndicate ser- 
vice. In the Argus office is also printed 
the White Plains Daily Record, the only 
daily paper of the county seat, twenty- 
two miles from New York; population, 
10,000. All the courts of Westchester 
County center there. This paper was 
started as a White Plains edition of the 
Argus, then made a separate publication 
in March, and was soon to have its own 
plant at White Plains. The daily issue 
is now in the neighborhood of 1,000, he 
says, and is not included in the circula- 
tion statement of the Argus. White 
Plains is a high-class residential town, 
and the political center of the fourth 
richest county in New York State. 

Competent observers estimate that the 
New York morning papers have about 
3,500 circulation daily in Mount Vernon, 
but most of them are carried away to 
the city. The Herald, Times and Tri- 
bune were named as favorites. The 
World seems to lead in the evening, and 
is credited with 1,200. The Journal 
comes next, estimated. 900, and the 
Globe has sales that seem to place it 
third. Some observers placed the Tele- 
gram third, while still others mentioned 
the Evening Sun as a fourth paper of 
fair circulation in Mount Vernon. 
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THE WANT-AD MEDIUMS 
OF THE COUNTRY. 








(= Printers’ Ink has ouree held that newspa) 
vertisements are closest to the hearts of the people. 


but of a distinct profitableness to an advertiser. 


words make a lin: 
ARKANSAS. 
HE Arkansas GAZETTE, Little Rock, estab- 
lished 1819. Arkansas’ leading and most 
widely circulated newspaper. Average, 1903, 
8,211 ai copie 8. 
ZETTE 


F Arkansas papers combined. 
word. Minimum rate 20c. 


CALIFORNIA. 
[HE Trkes prints more “Want” and otherclas- 
sified advertisements than the other five 
newspapers in I.os Angeles combined. it is the 
medium for the ex exe e of — intelli- 
ome throughout the whole Southwes 
—ONE CENT A WORD FoR EACH InsERTION ; ; 


carries more Want ads than all 
Rates, lc. a 


Mm . -m ¢ eb cents. Sworn daily average 
for year 1903 ok a ow circulation 
regularly exceeds 51 1,000 copies. 


COLORADO. 
HE Denver Post. Sunday edition, May 15, 1904, 
178 ads, a total of 76 9-16 
columns. ‘The pose is the big Want medium of 
the Rocky Mountain region. The rate for Want 
advertising in the Post is five cents per line 
each insertion, seven words to the line. 


CONNECTICUT. 
HE Meriden (Conn.) RECORD is the onl M two- 
cent newspaper published in this city. It 
covers & SS = having a popu- 
lation of more than 50. 

The Meriden Hy] the inating Want ad 
medium in this section of Connecticu' 

The Want ad rate of the Meriden ‘noomp is 
% cent a word a day, or 2% cents a word for 
seven consecutive days, for all Want and clas- 
sified ads not of a business nature; if of latter 
class, one cent a word a day. 


DELAW ARE. 
PRE Wilmington EVENING JOURNAL links ad- 
vertisers and buyers. a wants tripled in 
six months—\ cent a wo 


4 bie » Wilmington Seana News is the paper 
for results—for “Wants” and other classi- 
fled advertisements. Only morning paper. 


DISTRICT OF COLUMBIA. 
‘HE Washington, D. C., EVENING StTaR (OO) 
T carries DOUBLE the number of WANT AA ++] 
any other paper in Washington and more than 
all of _— other papers combined. 
MAKE COMPARISON ANY DAY. 


GEORGIA. 


HE Atlanta JouRNAL carries three times as 
many Wants as its chief competitor. 


ILLINOIS. 
4 ag Cairo BULLETIN carries more than twice 
as many Want ads as the other three 

local newspapers combined. 
‘Ee Chicago DaILy News isthe city’s “Want 
ad” directory. 1t gn dh. duri the year 
1908 10,781 columns of ‘‘classified vertising, 
amy “s pameal ——! advertisements. 
transm: 





Of th itted to the DaILy 
News off ne hey nee, No free Want ads are 
fe ae News rigidly excludes all 

advertisements. ‘‘Nearly every- 


— reads th the English language in, around 
or ears azo reads the DAILy NEws,” says 


INDIAN! DIANA. 
r[ERRE HAUTE Star carries more Want ads 
than all other Serre Haute dailies. 


4 ke MARION LEADER is acknowledged the best 
getter for classified advertisers. 
One-half cent per word each insertion. 


oe which carry the largest number of want ad. 


and are for that reason not only prosperous, 


de py mg entitled to be listed under this heading are charged 10 cents a line a week. Six 
ine. 


] UNCIE ar uaries more rant ads than 
any other Indiana m 
with the of the Indianapolis Stam” 


NDIANAPOLIS STAR since January fii 
more t doubled the volume its Cleat 
fied advertising. On Sunday, April 10, the Stag 
carried more than two full pages of Want Ads, 


HE Entienanetin NEws in 1908 printed 125, 
T more classified advertisements than a 
other dailies of Indianapolis combined a 








printed a Of 264,123 soparere and disti 

paid Want advertisements. _ 
ttre 

"HE O sboro Dat arries more 





Want ads every nao by than any other Owens- 
boro newspaper —— in any month. Eighteen 
words one week, 


MAI RYLAI YLAND. 
[HE Baltimore News carries more Want Ads 
than any other Baltimore daily. It is the 
ized Want Ad medium of Baltimore 


MASSACHUSETTS, 
TT HE Brockton (Mass.) DatLy ENTERPRISE 
carries more than a solid page of “Want” 
ads—30 words 5 days, 25c. ys, 2c. Copy mailed free. 


MHE Boston GLOBE, BE, daily 6 and Sunday, carries 
more Want ads than any other paper in New 
England because it brings results to the adver- 
tiser. A trial convinces. 


M°8E advertisements of “Houses for the 

in the Boston 
EVENING TRANSCR: -- omy in any other paper in 
America. It is “ y leading resort medium of 
New England. 








MINNESOTA, 
geass that “pd that the Minneapolis 
JOURNAL carries the —_ i ads” of any 
daily paper in the Northwes 
Journal. Nearest Daily 
Year 1903 2,980 cols. 1,900 cols. 
Jan. 1904 2s * ie 
Feb. 1904 1” “ | ies 
Mar. 1904 23 “45 “ 


HE MINNEAPOLIS TRIBUNE is the recognized 
Want ad medium ¥ yy and has 


been for many years. is the oldest Minne- 
apolis daily and has R=. 80,000 subscribers 
= ich is more than day over and 


20,000 eac! y 

other Minneapolis daily. Its evening 
edition - jone has — ag in i 4 “ 
apolis n any other evening paper. yu! 
lishes over 80 co! of Want Nivertisements 
every week at full price, no free ads; price covers 
— morning and evening issues. No other Min- 

eapolis daily carries anywhere near the num- 
ber of Wanted advertisements or the amount in 
volume. 


MISSOURI. 
HE Kansas City Times (morning). ™ Faneds 
Cit STAR (ave) Hanags Chey all of Kansas 
City’s “Wants.” The t Semmes STAR 
eee over, leu pages of 
ee. Teanonbecakee Sveyoedy 
cuey needs eho Times and the STAR 


T*a29 Joplin Grose is the leading Ming in bs 
issouri-Kansas Lead and Zinc Min re, 

trict. Circulation over 11,000. A page 0! 

ads. Send for sample copy. 


HE Kansas City JouRNAL (every mornin 

T including Sunday), one i 

Want ad mediums of the United States ; 21 to 3 

a paid Wants Sunday: 7 to 10 columns 
daily. Rate, 5 cents a nonpariel line. 

















NEBRASKA. 
HE Lincoln DAILy Stak, _. Log “Want rw 
T medium at a ca juaranteed 4 
cen 


ion exceeds 1 tes, 1 
perword, §) neni 24 15 words only, 
” 


times, 15 cents, cash. DAILV STAR, Lincoln, Neb. 
NEW YORK. 
DHE pest RXras is the best afternoon Want 
ad fi n Rochester. 





Ts TROY RECORD gives wants circulation 
1,138 homes (average for 1903) in Troy and 
Central Miami County, Ohio. Average last week, 
1,02. Thirty words, one week, 25c., extra words Ic. 


ROOKLYN DAILY FAGLI EAGLE, New York City. 
B tn e great want and classified advertising 
medium in Greater New York. Carries more 
summer resort advertising than any other paper 
in the ‘Onited States, 


HE Times-Union, of Albany, New York. Bet 
ter medium for wants and ote s gene 
matter than any other paper in many. s 
ntees a circulation greater my. al laos 
papers in that city. 


VENING JouRNAL, Albany, N.Y., covers the 
field of Eastern Rew York for want or clas- 
sified advertising. 
If DOES NOT PAD ITS COLUMNS WITH FAKE AD- 
VERTISEMENTS TO MAKE BIG SHOW. 
N New York Cit p... STAATS ZEITUNG (OO 
isthe leading 
largest amount of . 
ao the great masses of intelligent Germans 
in and around the great American metropolis. 


RINTERS’ BNK poblished weekly. The rec 

armed and jead Wantad medium for 

_ ediu — mail Torder en. —_ 

in norco prin a n circulars, 

ing 20 = oo, office 2 dev ices. adwriting, half- 

ractically anything er 

ppeals to advertisers and busi 

ness men. Classified advertisements, ten cents 

a line per issue flat ; six words toa line, Sample 
copies, ten cents. 


Pn cis 

4 er 2 Dayton, O., HERALD has the calites. got 

fled adv: a8 wh a in ard ton. It’s th 
home paper and gives resul 


ue MANSFIELD NEWS ae daily more 
Want ads 4 any other 20,000 population 

newspay ~ 20 words or less 3 consecutive times 

or less, ; one cent per each additional word. 


RHODE ISLAND. 
GLANCE at the waa" pone of the Provi- 
dence, R. L, Datty News will convince an 
reader that ae stands second to none in Provi- 
dence as a ‘ ” ad jum. We make a 
specialty of thie bt — ness. One cent a word first 
time, 4 cent subsequent insertions. 


TEXAS. 
ORT Worth SUNDAY TELEGRAM—8,400 id. 
Wants, 1 centa word. A sure puller. Test 
solicited. 
pexas STOCKMAN-JOURNAL, Fort Worth—Only 
exclusive stock paper in Texas. Circu 
tion 12,000. Wants, 1 cent a word. 
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PENNSYLVANIA. 
4 Chester, Pa., TIMES carries from two to 
five times more classified ads than any 
other paper. 


HILADELPHIA — The EVENING 
if you have not received the right return: 
from your Want advertising in Philadelphia, 
try the BULLETIN. BULLETIN Want Ads pay, 
because in Mh Nearly Everybody 
Reads the BULLETIN. The BULLETIN by 
many thousands the largest city cireulation 
of any rai newspaper, and jail 
into more fae iphia homes than any other 
medium. ETIN will not print in its 
classified columns advertisements thatare mis- 
leading or of a doubtful nature; nor those 
that carry s mt or coin c ; nor those 
that do not offer legitirsate employment. 


VIRGINIA. 

T= News LEADER, published ovary afternoon 

except Sunday, Richmon Largest 
circulation by long Odds (27 nny cae viyene) and 
the recognized want advertisement medium in 
Vi ia, Classified advts.,one cent a word per 
insertion, cash in advance; no advertisement 
counted as less than 25 n 2% words; no display. 


WISCONS! SIN. 
Ew CLAIRE LEapkEr has more than weigtes 
Want column patronage in the past 
It gets results. Large Sunday edition. 


CANADA, 
HE Toronto Daity STAR is necessary 
advertiser who wants to cover the roront> 
ane. y is the paper of the present and the fut- 
ure. Sworn daily average erage circulation, 31,205. 


HE Montreal DaiLy STAR carries more Want 
advertisements than ail other Montreal 
dailies combinea. The Famtty HERALD AND 
WEEKLY STAR carries more Want advertiontsoute 
than any o\her weekly paper in Canada. 


HE EVENING TELEGRAM, Soreate carries 
r number of classified eng 

ly in Canada. In April it publish 
That these ads are read 1 Fg by the 
the same month the answers 





a 
other 
222. 


py 7 — 2 “ PS ote ay / ag were 
8 the pee e's Peper. Cy 
circulation 22,350 20,000 1 lines, 5c 





per by ay] 10, =. ae per finer’ ‘ot lines daily, 305 

days in suc on, dc. per line or $152.50 per year, 
extra space pro ra rata. 

HE Winnipeg “Free Press carries more 

“Want” advertisements than other 

dail poner in and more advertisements 

of thi ph any an are contai all the other 


ished in the Canadian North- 
FREE PRESS car- 





ries a larcer volume o eral CM gaa 

than any other daily paper in the Domini 

yar great Want ad. di of il 
Canadi, is the HERALD, the toe ndent 

news} Ito: 


paper. The HERALD is the o: amilton 
news| r that furnishes Fretted elasoment of 
circulation sworn to by president and circulation 
manager. always open. The HERALD is 
famous for results, an co 
all other Hamilton mediums combined. Want 
ad rates one cent a wou six "aix itecrtiOus for four 
cents « word cash. 
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Checks may be made payable to 
Chas. J. Zing¢, Business Manager Printers’ Ink, 10 Spruce St., New York- 










A PLEASING MONOTONY. 
FRANKLIN, Pa., May 4, 1904. 
Editor of Printers’ INK: 

A copy of Printers’ Ink has fallen into my 
hands, I’ve read it through attentively, and 
must say it opens a line of thought to the 
actor t. 


as as For some un- 





accountable reason the obscure actor is re- 
buked if he resorts to any other advertising 
than a very formal uniform type of “‘profes- 
sional card” in the ‘‘organ of the profession,” 
the Mirror, are jumbled together 





onthe pages of the paper set aside for them, 
and eee plainly marked that the indifferent 
manager, the man one wants to reach, can pass 


them by, and he usually does. Realizing this, 
I have for the past five years kept them busy 


PRINTERS’ INK, 





opening folders—such as I send herewith—the 
one object ‘on to impress them with the 
name “Bliss.” I was engaged in a repertoire 
—*, when I started advertising, at $20a 
week. The first folder secured me an openin 
in a Boston stock company at $10 more, f 
stayed there two years and got out another that 
sent me to Brooklyn at ‘$10 more yet,” and 
then I rested and went to Philadelphia at the 
same figure—$40. Waking up to the fact that 
stock companies were on the “go,” I got out 
a folder last year that secured me this enga; 
ment at $50. I can safely say that advertising 
alone has done this, because I play long sea- 
sons and work in stock companies in the sume 
mer and don’t get over a week a season to see 
managers, and then I cannot always get their 
ears, I have appointments with several of the 
best stage managers in New York, and it is 
barely possible that, although this has been a 
notoriously bad season and next year Presi- 
dential year, I can raise my figure $10 
more—or the amount of money the line of 
work I play should properly pay. I think a 
field for your magazine can be found among 
the obscure actors—actors in repertoire organ- 
izations; actors playing small parts with “big 
boys’’ and who can’t seem to get the openin 
they want because they Aave played sma 
parts; actors who have allowed ‘‘hot air” 
managers to bluff them out of their proper 
figure. I offer this as a suggestion. Go after 
the actor ; he’s got good goods to sell, and his 
market has always been, and isyprecarious. 
Respectfully ours, 
James A. Buss. 


— +o 
HOW ONE FIRM OF BAKERS 
RAISED THE DOUGH. 

The necessity of local advertising is a 
thing which interests all small bakers 
throughout the country. Men in every 
other line do considerable advertising, 
and very much of it is in the interest of 
goods that are far inferior to those man- 
ufactured by the baker. The product of 
the baker is used in almost every house- 
hold, in every country in the land. The 
effect of advertising may be illustrated 
by an incident which occurred in Chi- 
cago daring my residence there by a 
firm with which I was connected. This 
firm to my certain knowledge had at the 
time of which I speak only $600 worth 
of goods in stock; and the entire cash 
which they then possessed was about 
$600. Of this, they immediately put 
$400 into cheap advertising mediums, 
and not only sold the $600 worth of 
stock which they possessed at the time, 
but also about $1,600 worth of goods 
which they obtained, to be paid for in 
thirty days. And they not only paid 
for the goods at the time appointed but 
also continued buying upon the same 
plan. This. firm to-day is doing a busi- 
ness of a half million dollars a year, 
where in 1892 they did a business of 
only $21,000. I do not say that all 
small, local bakers could do this; but 
with a little more push and energy than 
most of them. possess to-day they could 
materially increase their business, make 
better profits and afford to have better 
establishments than they now have.— 
Maxwell C. Klein, in Bakers’ Helper, 
Chicago. 

—_—___+0+ - —--— 

It is no use to peremptorily demand 
orders from people. Courteous solici- 
tation will win friends and patronage 
for you, 
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No amount of money can buy a place in this list for a paper not having the 


requisite qualification. 


+i 





Advertisements under this 
ing to the 1904 


ted_ from publishers who, aceord- 


issue of the American ‘Fowspamer Directory, have submitted for 


ition of the Directory a detailed circulation statement, duly signed and dated. 
=“ are generally regarded the a who believe that an advertiser has a right 


to know what he pays his hard 


cash 
Announcements under this classification, if entitled as above, cost 20 cents per 
line under a YEARLY contract, $20.80 for a full year, 10 percent discount if paid wholly in 
advance. Weekly, — ce quarterly corrections to date showing increase of on 
can be made, provided poy sends a statement in detail, properly gigned a 


dated, covering the oddinen 
paper Directory. 


ALABAMA. 
Evening Star. Daily aver. ir 1903, 
1 bb1. Republs lic, po bis aver. 1903, 2,216, 
ham, Birmingham News. Daily av. 
sor ia, b z OTS8; last © months 1103, 18,052} 
guaranteed. 
irmi h m, Ledger. dy. Average for 1903, 
1 670 ne Kate.» Special Agent, N. Y. 
ARIZONA. 


iabee, Review, daily. W. B. Kelley, 5. 
Inne no issue less than 1,250. In 4903 n 
issue less than 1,750. 


Phoenix, Republican. | De Dai gcaal noon poorest es 1903 
Chas. T. 


6,088. 
ARRANSAS. 

Fort Smith, Times, daily. In 1902 no issue less 

than 1,000." fActual average for August, 
ber, October, 1903, 8,109. 

Little Rock, Arkansas Methodist. Geo. Thorn- 
burgh, pub. Actual U average 1903, 10,000, 

Little Roek Baptist Adve Advance, Je. Advance 
Pub. Co. (Inc.) * Actual av., 1903, 4,550 


CALIFORNIA. 
Fresno, Morning Republican, daily. Aver. 1903, 
5,160, March, 6,250. E. Katz, Sp. Ag., N.Y. 

Phy ay Signs of the Times. Actual weekly 
werage for 1903, 82,842. 

pron aot Facts, daily. daily. Daily average for 
1903, 1,458. No weekly. 

Sun. Daily average 


San Die; San * 
Sor 1903, 2,F8 #3. Ww ortertield, pub. 


San Jone, wieabe “aeoit daily. The Herald 
Co, Average for year end. Aug.. 1902, 8,597. 
San Jose, Morning Mercury, ae Mercury 
Publishing Co. Average for for 1902, 6,266. 
San Jose, Pacific Tree and Vine,mo. W.G. 
Ranken all average, 1903, 6,185. First 
three months, 1904, 8,166. 





CONNECTICUT. 
Pa aa Tim a eH Sor 1903, 


Moviden, Morning Record and Republican. 
Daily average for 1908, 7,582. 

New Haven, Evening Register. daily. actual 
av. for 1903, 18,571; Sunday tendo, 11,292. 

New Haven, Goldsmith and Silversmith, 
monthly. Actual average for 1903, 7,817. 

New Haven, Palladium, ¢ daily. Average for 
1903, 7,625. E. Katz, Special Agent,N. Y. 

New Haven, Untce, Av. 1903, 15,827. first 3 
mos. 1904, 15,942. E. Katz, Special Agent, N. ¥. 

New London, Day, ev’g. Aver. 1905, 5,618. 
Gain over 1902, 4153 3 mos, 1904, 5,642. 

Norwich. Bulletin, dail Bulletin Co., pub- 
there ¥ Actual at erage Yor 1903, 4,988; first 

three months 1904, 5.78. ad 


Waterbury, Republican. Daily a 1903, 
5,846. La Coste & Maxwell. Spec. Agte, N.Y.” 


, in accordance with the rules of the American N 


COLORADO. 

earan Ee Post, aay Fost fringing ns Pub- 

Sor ~~ 1904, AS O28. Gain, 9,280. 

&@™ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 

ar teed by the publishers of the 
atiey American Newspaper Direct- 
aa, 6 Ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 

verts its accuracy. 


DELAWARE. 
Wilimin nm, Every Eveni: Average guar- 
anteed wireahation for 1908, 10-484. vi 


Wilmington, Morning News, daily. News Pub- 
lishing Co., publishers. Av. for 1903, 9,988. 


DISTRICT OF COLUMBIA. 
Washington Kv. a y, 2 iv. Star News- 
paper Co. Average for 1903, 4,088 00). 


Lew 7 Tee weekly. Avi for 1902, 
104,599 rst six mos. 1903, 112,26 8. 
nit & tetanus, Rep., N. Y. & Chicago. 


FLORIDA. 


Jacksonville, Metropolis, daily. Aver. 1903, 
8,898. E. Katz, Spec'al pec'al Agent, New York. 


Tampa, Morning Tribune. dail! Tampa Tri- 
bune Pub. Co, Average for 1903, 610. 0. “si 


GEORGIA. 
Adenia, soem, dy. ee ae ys 828, Semi- 
wy, 84,105. Present a 9,884. 
Atlanta, News. teat a rag » 1903, 
20.104. Average March, 1904, 868. 


Atlanta, Southern Culti Cultivator, culture. 
semi-mo. Actual average fo Sor 1903, 80,125. 


Lafayette, Walker Co. Me: Co. Messenger, weekly. N. 
C. Napier, Jr., pub. Av. for 1903, 1,640, 


IDAHO. 


Bolae, Capital Lam, d’y and wy. Capital News 
Co., pub. wf daily 2,741, weekly 


8,475. 
Seo aye oe 
1 Cetrer Pattee weekly. “a 4 
average naorik provi 
daily, 1,177; tocekly, 14 se s 
Chaueoten. | ¢? —_ = be no issue less than 
1,100 daily an pene Se Line go 
mos, 1904, NO ry som seue of da daily less than 2,600. 


Cueoam Ad Sense, mont! monthly. The ¥ Sense 
Co.,pubs. Actual a average fo for 1902, 6,088. 


Chie: oe Alkaloidal Clini 2 oe jough, adv. Dr W. 


C. Abbott, pub.; Ol 
teed ct SEF ot F 0,000. Aver. a 
ve pote a 25an0, reaching over 





fast ~~ 
one-fourth of the American medical ‘profession. 
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Chicage, American Journal, weekl 
Actual average for 1902, Piss, “i 


Bakers’ Helper, monthly. 
(OO). 


Chiecag 
Ulissold Average for 1903, 4,175 


Chicago, Breeders’ Gazette, ne farm,week- 
ly. SandersiPub, Co. Actual a ‘or 1908 
yee 20 weeks ending red ‘8, 1006. 69,162. 


H. R. 


Cele Dental ,»mo. PD. H. Crouse, 
pu ual a coal, 1903, 7,000, 
Chi . Grain Dealers Journal, s.mo. Grain 
Dealers mpany. Av. for 1903, 4,854 (©0). 


Chieago, Home Defender, mo. T. G. Mauritzen. 
Act. av. 1902, 5,409. Last 3 mos, 1903, 84,000. 


ete y Journal Amer. Med. Assoc. Wy. av. 

1903, 28,615, Jax., Feb. Mar., 1904, 80,725. 
Masonic Voice-Review, mo. Ave for 1902, 

26,041. For six months 1903, 26,166. 
Chieago. Monumental! News. mo. R. J. Haight, 
pub. Av. for year end. July, 1902, 2,966. 


Chieago, Musical Leader & Concert-Goer, 
wy. Aver. year ending Jenwaty 4, 18,548. 





. National Harness Review, mo. Av. 


tor i008 9291. First 8 mos, 1903, 6,250. 


Chieago, National Laundry Journal, semi- 
monthly. Actual average for 1903, 4,968 copies. 

Park and Cemetery and Landscape Gardening, 
mo. Av. for year ending July, 1902, 2,041. 


Ohieago, Record-Herald. Average for 1903, 
daily 154,218, Sunday 191,817. 


Chicago, Retailer’s Journal, monthly. Act- 
ual average for 1903, 6,785. _ 6,785. 


Chieago, The Operative Mi Miller,monthly. Act- 
ual average for 1902, 5,666. 


East St. Louis, Poultry Culture.mo. Poultry 
Culture Pub. Co. Average 1902, 6.875 (192). Av- 
erage first six months hs 1903, 14 14, 888. 

Evanston, Correct t English: How to Use It, mo. 
Actual aver. year ending Mar March, 1904, 10,060. 


Kewanee, Star-Courier — yt —. 
daily 8,088, weekly 1,414. Average 
anteed circulation daily for Jan’y, 1904, $150. 


Peoria, eveni ana goneny barrens 
Actual ane average for 1902 ‘or 1902, 28. 


Roekford, Register- ter-Gazette. iad av. for 1902 
5,554, s.-wy. 7,052. B. Shannon, 150 Nassau. 


Roekford, Republic, jlic, daily. Actuat : aed 
Sor $908, 6,540. La Coste @ Maxwell, N.Y. 


INDIANA. 
Evanevits Cou: TY and 8. Courier Co., 
pub. Act. av. 102, 11 11,218 ). Sere, 28. 03, 12, 
$18. Smith & Thompson, Sp. Rep.,N.Y.& Chicago. 


Evaneville, seamtknenm Av. pd - ay 
18,852, Sy 14,120. E. Kai E. Katz, Sp. Agt., N. ¥. 


Gerion. Cooking Club, Club, monthly. pave for 
1992, 25.501 (247). A t medium, as 
housewives heap audits ry issue for daily reference. 
oe News, wre. dy Ae Aver. net sales in 1903, 
69,885, il, 1904, 80,963. 
Lafayette, Morning gg) ory Gai. Sworn 
average 1903, 4,002, April, 19 190k, 4. 
Ry Leader, ra daily. W.B _ Westlake, ub. 
ctual aver., 1903, 5,295; 2 March, 1904, &, 722. 


gels Star, d’y and §’y. Star Pup.Co. Aver. 
Sor 1903, Vy 25,886, S’y 9,250. 

Notre Dame, The Ave Maria, Catholic weekly 
magazine. Actual average for 193, 24,082. 

Princeton, Clarion-News, daily. Clarion Pub- 
lishing Co. Average for 1902, 1, 20. 

Richmond, Evening Item. Sworn d 


uy. av. for 
1903, 3,552, Same for Dec., 1903, 8,74 





Riehmond, Sun-Telegram. Sworn av, 1908, dy, 


8,811. For Feb., 1904, 8,944. 
South Bend, Tribune. Sworn dail 
1903,&,718. Sworn av. for March, 6.624." 


INDIAN TERRITORY. 


Ardmore, Ardm jail d 
Average for 1903, dy., 7 Oks op eats, — 


IOWA. 
Arlington, News. All home-print 
F. Lake, pub. Average for 19 for 1908, 1,400 “tee » 


Burlington Gazette, dy. dy. Thos. Stive 
Average Yor 1908, 5,864, Jan., 1904, 6,050. “datas 


Davenport, Times. Daily aver. 1903, 8,0 
8..wy. 1,660, Daily aver. ‘March 1904, 9,508. On 
guar. more than double of uble of any Davenport daily, 


Decor: ah, Decorah-Posten (Norwegian). Sworn 
av, cir’n, 1903, 89,681. Marc March, 10, tO Bee 


Des Moines, Capital, daily. Lt 4 Lafayette Young, 
publisher, Actual average for 1903, 81,898, 
Average for February, 1004. 84,597. 

City circulation the largest of any Des Moines 
newspaper absolutely guaranteed. Only evening 
newsyaper carrying dvertising of the ener, 
ment stores. Carries largest amount of 
advertising. 


Des Moines. News, daily. First 9 months 193, 
aver., sworn, 41,871 net; April, '04, 85,026. 
Des Moines, Spirit of the West. wy. Horses 
and live stock. Average for 1902, 6,095, 
Des Moines, Wallace's Farmer, wy. Est. 1879. 
Actual average for 1903, 1903, 88,76 
Museatine, Journal, dail daily av. -— 4,849, 
8-wy.2,708. Dy. av. Jan., 1904, 4,885. 
Ottumwa, Courier. Daily aver. 1903, 4,512, 
semi-weekly, 7,886. 


Sh hoot, *S m 








tri-weekly. Covers 
Page and Fremont ——-9 ounties. Average 1902,8,681. 

Sioux City, Jo urnal. Dy. Dy. av. for 1903 (sworn) 
19,492, da v av. ir Jan., Feb.and Mar., 1904, 
20,871. Records always open. More readers in 
its *feld than of all other daily papers combined. 


KANSAS. 
Girard, Appeal to Keason, weekly. J. A. W: 
land, Average for 1903, 260.096. ” pe 
Mutchinson. News. Daily 1908, 2-768, weekly, 
gow! E. Katz, Agent, New Yor 
a, Western School Journal, educational 
oil ly. Average Sor 1903, 8 8,125. 

Wiehita, le Sy tA w’y. Av. 1902, d’y 16,- 
781, w’y 6,67 674 cs Beckwith, N. Y. & Chicago, 
KENTUCKY. 
Harrodaburg, Democrat. aoe vests in best 

pene Ky. Av. 1903, 8,582; growing Sasi 
ington, Leader. Av.’03, 3,828. Sy. 4 — 
sot ‘qt'r oh, dy. 8,928, Sy. 6,448, iH Kat 
ok eaieriis, Evening Post, Post, a, 
., pubs. Actual average for 1902, 


‘auacnene Herald. Actual dail 
1903,1%,214 Sunday, 16,742; pee ttt 
daily 21.150, weekly 12,400, Sunday 20,771. 

Paduegh, Sun, daily. Average, 1903, 2,181; 
Sor March, 1904, 2,472, 


LOC AA: 
«A sg Item, daily. R. M. Denholme, 
publisher fan., “1904, 19,895, 
‘eb., 20,512; ‘Marth, 20,654. 


New Orleans. Louisiana Planter and Sugar 
Mfr., wy. In 1902 no issue less than 8,000, 


New Orleans. News. Dy. av. wr Bis, NS ) 


ener pe 
26,895. 


Knot gy 


| Sunday, 17,687. E. Katz, Special A 


New Orleans, The Southern hey ficial 
organ of Eldon in La, and Miss. Av. ’02, 2866. 
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MAINE. 
ta, Comfort, mo. W. H. Gannett, pub. 
— average for 1902, 1902, 1,274,766, 
Augusta, Kennebec bec Journal, d’y and w’y. 
average dal, 1903, 5% 78, weekly 2,170. 
Bangor, Commercial. Average for 1903, daily 
8,218, weekly 29,006, 


Dover, 31004, Observer. 


average 1903. 04, 
Lewiston, Evenin: ng Journal fair, Aver. for 
1903, 6,814 (© ©), wee! cekly 15,48 2@©©). 
Phillipa, Maine Woods and Woodsman,weekly. 
J. W. Brackett. Average for Sor 1903, 8,041. 
Portland, Evening Expres Kxpress. Average for 1903, 
daily 11,740, Sunday Telegram 8,090. 


MARYLAND. 
Baltimore, News, daily. Evening my Pub- 
roy | yO at ad 1903, 44,582. r April, 
1904 . 


MASSACHUSETTS. 


Aucraue Jor 1903, daily, 195,- 


Actual weekly | ; 





Boston. 

554, coe og 207.8 
Largest t circulation in New England. 
Advertisements go in snorntey and afternoon 

editions for one price, 


Boston, New England M: monthly. 
America Co., pubs. Average 1902, 21, 580. 
Roston, Pilot, every Saturd: Roman Catho- 


lic. Jas. Jeffrey Roche, editor. "oo 


Boston, Post, dy. Average for 1902, 174,178 
Av. for April, yd ‘dy. 218,157, Sy. 177,050. 
Largest p.m. or a, m. sale in New England, 


go age Fst. 1824. Actual yx’ Ly 
192%, 78,852. Bes net 76,666. October 1, 1903, 
to March 4, 1904, & 6. 
haga evenin ea niton in New ilies 
: Smith ¢ Thompson, N.Y. and Chicago. 


i Northfield, Record of Christian Wort, 
mo. $1. Aver. for year end’g Dec. 31, 1903, 20.250. 
Only clean, reliable advertising taken. Rate 
toe. flat, or one- -half-cent per | per line per thousand. 


Gloucester, Daily Times. Average for 1903, 
6,580. First seven months 1903, 6,629. , 
daity 


Gloueester, Cape Ann News. Actual 
average year ending February 15, 1904, 4,804, 
February, 1904, average 6,016. 

Springfield, Good ponerse, mo. Aver- 
age for 1903, 185,992. Firs months 1904, 
161,166. Au advertisements | San 


Springfield, Republican. A» Ans one dy. 15,542 
(QO), Sun. 15,27 (0), wy. wy. 4, 


Worcester, Evening eT daily. Worcester 
Post Co, Average for 1903, 1.711. 





Worcester, = oo), 
Jan., 5,180. 


‘Roli’of Honor. R. A. Craig, Craig, 4 Fo and Ch i ianee 


MICHIGAN. 


Adrian. Telegram, dy. D. W.Grandon. Av. for 
1903, 8,912. Aver. sat. Amos, fod of 1904, 4,100. f 


Detroit, Free Press. Ave Average for 1903, daily 
yo porn 58.845, - 
Even A 
wn rote 499 ae ie eat Seni y ‘for 1904. 
Grand ave” Herald. Average daily issue 


yg oy 


Sor 

Stites Citizen, daily. daily. James O’Donnell, 
pub. Actual average for 1902, 8,887 (461). Av: 
erage for first six months 490 1903, 4,828, 


Jaeknon. Press and Patriot. Actual daily 
aver, for 1903, 5,649. Av, April, 1904, 6,484, 


Kalamazoo, Eveni: Telegraph. Last six 
months 1908, dy. 8,586, S08 681, 





Kalamazoo, Gontietows, 1903, oye ge 


by we 4) 9 rt 
7) published in ci winat 
3 mo’s to aprits , 9,498. ' ty 


Saginaw, Evening News, daily. Average for 
1902, 9,848. April, 1904, daily 14,880. 
MINNESOTA. 
Sw ye daily. Journal Print- 
Average for 57,318. 
eee Vanier Tribune, twice-a-week 
W.J. Murphy, pub. Aver. for 1903, 68,686, 
Minneapolis, Farm, Stock and Home, semi- 
monthly. Actual oerets is — Seamer ‘Actual 
average January, 1904, 78,50 8,50 
Minneapolia, N. W. S aenivetnartat, 8.-mo. Feb., 
03,778,168. 75,000 guar’d. 35c. agate line. 
Ra gg Svenska Amerikanska Posten. 
wan J. Turnblad, pub. 1903, 49,057. 
Minneapolis, The Housekeeper; household 
monthly. Ac tual average 190 1903, 268,250. 


. Murphy, pub. 
diisdaily 0 ner: 


mouths of st was 8 average 
goer 5 the first four months ne year was 
. . 
The oni Bnet oceeger 
in Rowell’s American Ne per 
Directory that publishes i 5 ae 
culation over a 
Phe down to date in Rou. oF 
ONOK, or elsewhere. The Trib- 
une is the reco rongn nized Want 
Ad Medium of Minneapolis. 
Owatonna, Chronicle, semi-w’y. Av. for 
1908, 1,896. Owatonna’s newspaper. 
Present circulation, 2,100. 


St. Paul, Der Wanderer, with 
Farmer im Westen, wy. Av. f Av. sed 1903, 


St. Paul, Dispatch, dy. 58,044. 
t average & eigas: Paes LE AD- 
ING NEWSPAPER, .” Wy aver. 1903, 78,0 


"| sup., 


Der 
aay le 


=. Paul, Globe, daily. Gi Globe Co., oe 
average for 1903, , 31,541, irst 9 mos. 
1908, 81,529. 


St. Paul, News, daily. Average 1902, Ape aan 
rao 9 mos. 1903, sworn average 84,081 


Paul, Pioneer-Press. Daily average for 
1908 41st, Sunday 80,986. 


okt P hag Be bs p vereer. ~~ a »8-mo. Est. 1882. 


. av. year end, 

pel te eat. oO, 7 ~F av. 85,000, 
Westlicher Herold. Aver. 1903, 22,519; Sonn- 
Winona, 28,111; Volksblatt des Westens, 





Winona, Lo tae and can and Herald, daily. Aver- 
age 1902, 8,202, 1903, 4,044, 
MISSISSIPPI 

American, dai In 1902, no issue 

$0. In 1903, 1,9 900 copies. oy 

MISSOURI. 

Jopli Globe, verage 1903 
Mar. 1901, 11,491. we kate, ‘Special A, 

Kanaan Cit; Journal, a'y and w' Average 
for 1003, daily 80,268, weekly 188,785. 

Phy 15 Clty, Weekly Imp! Implement Trade J’rn’!. 

v. Aug., 1902, 9.187. Av. 5 mos. 1993, 9,895, 

pen City, World, orld, daily. Aver, 1. 62,- 
978 (642), First 9 mos. 08. 1903, aver., Sworn, 61,452. 

Springfield, rane mis: ny South, monthly, Actual 
average for 1903, &. 


Vieksburg, 
less than 1, 


Ri eo 
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St, Joseph, News and Press. 
1903, 80,418. Last 3 mos. 1903, 85,06 
St. Louis, Medical Brief,mo. J. J. Siteieins: 
A.M.,M.D.,ed.and pub. Av. for 13, $7,950. 
National Farmer and Stock Grower, mo. Av. 12 
mos. end. Dec., 1903, 106,625. 1902, 68,588. 
St. Louis, Star. Actual daily average for 
1903. 64,878. 4 
St. Louis, The Woman's M 
Women and home. Lewis = 
age for 1903, 1,845,511. proven poser 
or 7 months 1 "596 468. "earn enee 
guaranteed to exceed 1,506,000 copies—full 
at & circulat of any publi 
world. 


MONTARA. 
Anaconda, Standard. Daily Sor 1903, 
10,809. MONTANA'S BES BEST NE WSPAPER. 
Butte, American labor U Union peaen, week- 
ly. Average 1903, 20,54 0.549 general ci reulation. 
Butte, Inter-Mountain, eveni Se sworn 
net circulation for 19038, 10,6 Guarantee 
largest tion in State of Riedoon, Sworn 
net circulation for January, : 1904, aver. 14,185. 
Helena, Record, evening. Record Publishing 
A or 1908, 10,091 daily. Average 
for 1903, 8, 64 1 weekly. 


NEBRASKA. 
Lincoln, Daily Star. Actual average for 1903, 
11,165, April, 1904, 14,485. 
Lincoln, Deutsch-Amerikan Farmer, weekly. 
Actual average for 1903, 158, 158,525. 
Lineoln, Freie Presse, week weekly. Actual average 
Sor 193, 159,400. 


Lineoln, manaith ca Teacher, monthly. Fowne 
& Crabtree, pubs. Average for 1903, 5,810 


Lincoln, Western Medicai Review, mo. Av. yr. 
endg. May, 1903, 1,800. 1n 1902, 1,660. 


Omaha, Den Danske Pioneer, wy. Sophus F. 
Neble Pub. Co. Average for 1902, 28,4 78. 


Omaha, News, daily. Ave Aver. for 1902, 82, 777. 
First 9 months 1903, sworn average 40, 055. 
NEW HAMPSHIRE. 
Franklin Falla, Journal-Transcript, weekly. 
Towne & Robie. Actual average 1903, 8,560, 
NEW J anaes. 
Asb Park . L. Kinmonth, pub. 
Actual average 19 ‘bas, Bet OR. ; 


In 1902, 8,556. 
tip Courier. Est. 1876. Net aver 
age circulation for year end. Oct., 03, 6,885. 
Camden, Post-Telegram. Actual daily aver- 
age, 1903, 3798 sworn, Jan, age 9. 

Clayton, Reporter, weekly. F. Jenkins, 
Pub. Actual average for 1903, 2,0 fio 

Neboken, Observer, at, Actual average 
1902, 18,097 ; Sept., 1903, 51. 

Jersey City, Evening Journal. Average 
1903, is. O12. First three months 1904, 20.9 4. 

Newark, ng = g News. Even News Pub. 
Co. Av. for 1903, dai ly 58.896. Sunday 16,291. 

Newmarket, Advertiser’ Guide,mo. Stanley 
Day, publisher. Average for Sor 1903, 5,125. 

Red Bank, Rosieer. ter, weekly. "st. 1878. John 
H.Cook. Actual average 1903, 2,961. 


NEW YORK. 
Albany, Joureal evening. Journal Co, Arer- 
age for 1903, 16,62  ; December, / 1908, 17, poi 
Alb: . Times- Union, ever every evening. 
1856, Average for first three m three aeonthe 05 29.626. 


yo Evening Herald, daily. Herald 
Co. Average for first three months 1904, 18,210, 


Daily — Sor 


ne, pay. 
Proven a 








Buffale, Courier, morn.; Enquirer, even. Ww, 
J.: onners. Aver. for 1903, morning 0,882, 
eveiing 88,082; Sunday average 68,5 


Buffalo, Evening News. Daily average 1903, 
79.408. First 3 months 1904, 85,949. “ 

Catskill, Recorder, weekly. Ha Hall, edi- 
tor. 1903 av., 8,408. Av. last 3 moni hs, 8,566, 

Cortland, Democrat, Fridays. Est. 1840. Aver. 
1903, 2,248. Only Dem. paper m county. 

Le Roy, Gazette. Est. 1826. Aver. 190:, 2,254, 
Larg. wy. circ. Genesee, Orleans & Niagara Cos. 


Newburgh, pe daily. Av. for 1903, 4 Sst, 


1,000 more than all other Newb’gh papers combined 
New York City. 
American Kngineer, my Van Arsdaie, 


R. M. 
pub, Av. 1903, 8,875. Av. efor a 


American Machinist, w’y, 
(Also Luropean edition. Sd p B-— 1903, Boats 


Army & Navy Journal. Est. 18638. Weekly aver. 
for 193, 9.026. _—_ circulation (May 7) 
9,415. W.C. & F.P. Ci Pubs. 


Baker’s Review, vaeatiie W. R. Grego: % 
publishers, Actual average for 1903, 4,450. 
Average for last three months 1903, 4,700. 

Benziger’s gn, a montnl 
- Be j Average for 4 toa: Ye in nan 

wertisement in Benziger’s a wi in 
you business, because its circulation has 0 
QUANTITY, CHARACTER, INFLUENCE. 

Benziger’s Ma ine is sold onl rly sub- 

scription, and d those whe advertion oy hay ‘umns 





reach avery desi , 9 i8- 
ing rates, 2% Fem ayo. per agate line, 

Cheerful Moments, monthiy. Geo. W. Willis 
Publishing Co. Average rage Sor 3 1903, 852,088, 


Clipper, weekly (Theatrical), Frank Quee! 
Pub. Co., Ltd. Aver. for 1902, 26,844 100) 73). 


Dry Goods, monthly. Max J: oe. pub- 
lisher. Actual average for 1905, 4866 
El Comercio, mo. Spanish en. & Shep- 


ard Clark Co. Average for 1902, 5,875. 

Electrical Review, weekiy. Electrical Review 
Pub, Co, Average for 1903, 6,885 (© ©). 

Elite Styles, ys Purely fashion. Actual 
average jor 1908 

Engineering News. A weekly journal of civil, 
mechanical, mining and electrical engineering. 
Average circulation 1903, 12,642 (© ©). 

Forward, daily. grees Association, Aver- 

age for 1903, 81,70 


Four-Track Nore a Actual av 


for six months lay, 1904, %%, pro 
June edition Rh 000. 


Haberdasher, mo., est. 1881. Actual average val 
1903, 7,166. Binders’ wit and — 
ee 'y to advert 


semi-monthly. Average a 1902, 
8,508) (O83); overage for tet, 1903, 9,581. 





Hardware Dealers rs’ Magazine monthl In 
1993 no issue less than 18,000. (60). of 

Junior Toilettes, fashion monthl Air Max ag Soegee- 
huber, pub. Actual a | average : 1903, 


Leslie’s ye * Mogazine, New a, Average 
circulation . ‘2 months, 218,684. 
Present a oo Fa ct tion 288,278. 


Morning Telegraph. dail SX. py Telegraph 
Co., pubs. Average for 1902, ‘or 1 


Music Trade Review. mu: a rms oe art week- 
ly. Aver. for 1902, 5.452. 

Newspaperdom, w’ki: nd bav'g. adver. 1 journal of 
newspaper pub’g and aay ver. 1903, 5,189. 

New Thought waaing ia moved to New York 
City. Average endin; January, ag 29,289 
(183). Agron, end 104,977, 
sworn, Fhe cats eaten for en’ Thowight people, 
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Pharmaceutical Era, weekly, pharmacy. D.O, 
Haynes & Co., pubs., 8 Spruce street. (@ ©). 


Pocket List of Railroad Officials, qly. ae 
& Transp. Av. 1902, 17,696 ; av. 1905, 17,99 


Volice Chronicle, weekly. Police ean 
Sor 193, 


Puv.Co, Average for / 4,914. 

Printers’ Ink, —— * A > gay = for advertis- 
ers, $5.00 per y verage for 1.3, 
11,001. Issue ‘May 18, an 28. Fp thy 


Railroad Gazette, railroad and engineering 
weekly. 83 Fulton street. Est, 1856. (O©). 

The Automobile, ‘weekly. Flatiron Building. 
Average circulation 1903, 10,022, 

The Central Station, monthly. H.C. Cushing, 
Jr. Average for year ending ay, 1902, 8,488. 

The Ladies’ World, mo., d, mo... hougehold. Average 
net paid circulation, 1903, 48 1903, 480, 


th): 


Cincinnati. Phonographic Magazine, mo, 
honog. institute Co. Av. tor 1902, ‘To. 10%. 
PR ar Times-Star, dy dy. Cincinnati Times- 

tar Pub. a Sor 1#2, 148,018. 

phe bE 1903, 145,164, 


Cleveland, Current Anecdotes (Preachers’ 
Mag.), mo. Av. year ending Dec., 3/, '03,15,750, 
Cleveland, —, Rese. a. 1841. Actual 
daily avera 6,445 ; Sunday, 60,759. 
April, 1904, 5,586 dally; s dally; Sunday, 67,060. 
Columbus, Press, daily, | Wy. Democratic. Press 
Printing Co.’ Actual av. for 1902, 24,989. 
Yar 
arch, perth 19,075. 


Dayton, News, s Pub. Co. Average 
Sor 193, 16,407. 
FB ton, Young Catholic Messe semi- 
Geo. h A A. Pflaum. Aver. for 103, BL 12S. 


rfield Co. 








The Fonsi’ 's Home Journal, oa ms 25 
rature, 454,888 


Good Lite’ monthly, average cir 
culations for 4 Rat -in-advance sub- 
soribers. F. M. Lupton, isher. 


The World. Actual aver. for 1903, Morn., 278,- 
602, Evening, 857,102, Sunday, 888,050. 
Toilettes, fashion, monthly. Max seqceeter. 
publisher. Actual average for 1903, 61,800 
ante Magazine. Gaylord Wilehire, ed., 
K, 23d St. Act. av. ending Sept., 1902, 46,000 
al Paps av. JSirst eight 1 eight mos. 1903, 100, 625. 
eater, Case and Comment, mo. Law. Av. 
alt ‘on 80,000 ; 4 years’ years’ average, 80,186. 


Schenoctntie, | Gazette, da daily. A. N. Liecty, 
Average for 1902, 9,097. Actual average for 
1903, 11,628. 


Syracuse, Evenin, g Herald, daily. Herald Co., 
pub. Aver, 1903 , daily 88,107, Sunday 88,496. 

Utlea, National _— Contractor, mo. 
Average for 1908, 2,70 

Utiea, Press, daily. a A. Meyer, publisher, 
Average for 1903, 14,004, 

Warsaw, Western New Yorker, weekly. Aver- 
age for 1903, 8,802, In county of 32,000 with 


no daily. 
on Mert. Reporter. Only dy. and s.-w; 


Co. Av. 1903, daily, 1.184; semi-weekly, 2, Se 


NORTH CAROLINA. 
Charlotte, Observer. North Carolina’s fore- 


most newspa: ily av. : 
Bunday. 67913, sent aseckly 8.800. F First three 


months 1904, 6,57 8. 


Elizabeth City, Tar Heel, woetes, Actual 
average 1904, 8,5 0. Covers ten nties. 


Raleigh, Biblical Recorder, weekly. Average 
1903, 8, 872. 





NORTH DAKOTA. 


Grand Forks, hoy dy. av. for Feb 1904, 
5,811. Will guar. &,800 for year, N. Dakota's 
BIGGEST DAILY. La Coote & laxwell, N.Y. Rep. 


Grand Forka, Normanden weekly 4 4; Zor 1903 
5,451. Guar. 6,800 after March 


Wahpeton, Gazette. Average 1903, . 564 (2). 
Present circulation, 1,800; sent free, 1,500. 
Total, 8,800, 


OHIO. 
on, Beacon Journal. —_—- 1903, 8,208. 
wi "523 523 Temple Court. Av. Ma 1904, 9,125. 
Cineinnati. En ae lirer. Established 1842. Daily 
(©©), Sunday (© ). Beckw Beckwith, New York 
Cincinnati, Mixer and Serr and Server, monthly. ag a 
ave! for ha 18,088. Actual a’ 
1903, n Hotel and 
rant Em: y Int. jance and Ba endere’ 


Int. League of America. WATCH US GROW, 


» Fai 
ad okt 02, no issue less than i.¢ 1.680 


yo yyy In Aug- 
for 2 years. 


M - News, daily-we daily-weekly. — ‘aad 1902, 
4,151. N. Y. office, 523 Temple Court. 


Springfield, Pig and Fireside, agricultural, 


semi-mon! it. 1877. Actual average for 1902, 
811,220. Actual average for first six months, 
1903, 840,875. 


Springfield, Press-Republic. Aver. 1903,9,288; 
Feb., 1904, 9,862. N.Y. office, 523 Temple Court. 

Springfield, Woman’s Home Companion, 
household monthly, est. 1873. Actual av. tor 1902, 
862.666. Actua ‘average Sor first six months 
1903, 885,166. 

Toledo, Medical and an Reporter, mo. 
Actual re 1903, 10,088. 

Y dicator. D’y av. ’03,11,009. 
LaCoste & pry N.Y., Eastern Reps. 


OKLAHOMA. 
Guthrie, Oklahoma Farmer, 
average /w3, 28,020. 

Guthrie, Oklahoma State Capital, dy. and w 
Aver. for 1903, daily 20,062, weekly 25.0 
Year ending July 1, ’03, , 19,868; wy. 28,119 

Oklahoma City, The Oklahoman. 
5,816; April, '04,7,798. E£. Katz, phon NY. 


OREGON. 
Astoria, Lannetar. cc. g panes, Finnish, 
weekly. Average 1902, 1,898 8 


Portland, Even‘ egram. dy. (ex. Sun). 
Sworn cire'n 1903, ta in 190216, 866. 


Portland, Pacific Miner, Miner, semi-mo. Av. 
ending Sevt., 1902, 8,808; first 8 mos, 1903, 4,91 


Pawawoww ae TA. 


Chester, Times, ev’g d’ 1903, 8,187. 
Y. office, 220 Bway. FR. RN rthrup, "Mer. 
dail 
ay, 





wy. Actual 


oid. 





2, 


N.Y. 
P Gonmetioritie, ag =. Sor 193, 

A . weekly for 1903. y average 
April, 1904, 8,019. 


Erie, Foca, weekly. Aug. Klenke, Mer. 
Average 1903, 8, yon ae wa : 

Erie, Tim y. Average ‘or 1903, 11,208. 
March, 1904, 1 Fee. RB . E. Katz, Sp. Ag., N.Y. 


a Telegraph, 4 dy. see daily aver. 


fo'saae sevage, Iie "March 11,016." wept ai 


10,544, 


ilies American Medicine. w:; 
for 1902,19,827. Av, March, 1903, 16,827. 


Pt gay 5 Press, Av. circ. over 100,000 
ily. Net average for ran 1904, 121, 061. 


_ Phlladelpe. Lewy Times, y= 4 
101.8 =. to July 


Av. 





Magy for 1 
pe 8,057. Pp siigious Bros Aino 
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Pittabu Chronicle-Telegraph. Aver., 1 
67,842. ‘oorn statement un on cation. one 


The Philadelphia 
Bulletin’s Circulation 


The following statement shows the actual cir- 
culation of THE Bu 
month of April, 1904 : 


ILLETIN for each day in the 





Tete 





Total for 26 days, 4149, om aie. 
NET AVERAGE FOR APRIL, 


182,679 copies per day 


BULLETIN’s circulation figures are net, 
all de damaged, unsold, free and returned copies 
have been omitted. 

Wu. L. McLEan, Publisher. 
Philadelphia, oar 6 nt 
There are about homes in Philadelphia, 
and BULLETIN goes into a majority of them 


every evening. 


Philadelphia, Camera, yx 78 
Chambers. Average for 1902, 6,74 


Frank V. 


Patateiphio, Farm Journai, monty Wil- 
mer Atkinson ggg Be ge ae 
for 1908, 544,67 

the seventh Sugar —_ to Farm Journal otk thts this 


iption 

ne earded June 2th, 1902, by 

“ Printers’ Ink, ‘The Little 
“* Schoolmaster’ in the Art of 

+ —s to. the Farm 


Wester 


Browne. 


Charleston, Evening Post. Actual dy. 


Sor 1903, 2, 842, 


Columbia, State, daily. State.Co., pablo: 
Actual average for 
Sunda 
0, Sui 


SOUTH DAKOTA. 


on deity tad 


Sioux Falla, 


rublishers. Actual daily ave for 1 5,819. 
Actual daily aver. for iw. 8, BBe. edad 


TENNESSEE. 


Chattanooga, eat Fruit Grower, mo. 
Actual average 1903. 
line. Average for 

Gallatin, Semi-week] 

040 | less than 1,850. 
Knoxville, Sentinel, 
9,691. 6 mos. 1903, 10,1 
Lewisburg, Tribune, semi-weekly. 

‘arter. Actual average 1903, 1,201. 


Mempite. Commercial Ap’ aie) ay ae contey, 


Ci 


7 
88,080, weekly 7 


84,852, Sunday 
Memphie, Morning News. Actual daily aver- 


ae for 1903, 1%7,694, March, 1904, average 


Nashville, Banner, daily. ,— 


Feb., 1903, 16,0 


Nashvill 


Dallas, Retail Merchan 
Grocer and Butcher). J 
Average for 1903, 1,105 3 1083 March, 1904, 1 

pengen, Denton Co. Record and Chronicle, 
W. C. Edwards. Av. for 1902, 2,744. 


La Porte, Chronicle, 


w’y. 











“ Jou “After . Average for 1 
“of rae extending over _Parls, Advoont ¢. W.N. Furey, pub. Act- 
cy) half a a ual average, 7 9 . 
2 those published “i the United Btates, has? e 
‘‘ pronounced the one that best serves — purness 
1,a8.an rand ‘or the agricultu-| © Standard. Wm. Ginemman, b. Av. 
a im for as an effective and soonoms. | row Sy daily 4.088, semi weekly 8,061 
“ Ds 
trong its rene ae ; a VERMONT. 
, Gaze an nm. Aver. ‘ . 1903, 
1902, 60,829 (876). Sworn statem’t on application. oe a aE, oaee. 
ete Labor World, World Av. 1903,18,-| Burlington, Free Press. Soruat daily average 
"Reaches best ‘paid clase of workmen tn U.3. | 1908, Bk bee. Circulation evamined by Asem 


Scranton, Tien, rey 
— 21,604. 


Fo! 


every evg. E. J. Lynett. Av. 
Coste & Me N.Y. 


Warren, renings Vannen, Swedish, mo. 
Av. 1902, 1,541, Circulates Pa. N.Y. and oO, 
Washington Reporter, dt rter, daily. John L. Stew” 
art, gen. mgr. ‘averaye for 1 1908, 5,697. 
William« Grit. 2 America’s Greatesi 
by +2 Net paid ase average 1903, 181,86 8. Smith 
Thompson, Reps., New York and nd Chicago. 
Fou Dispatch, daily. Publishing 
Co. Ave k, Dispatch, daily. | Dispatch 


a jJSLAND. 


16,485 (QO) 
sancay 39, 82 © ». . Booming Bulletin 86,886 
ce Journal Co., pubs. 





of Amer. Ad. Only Vermont pes "Vermont paper ps og 


Dartington, News. 
average 1908, &,046, sworn av. April, 5, 


VIRGINIA. 
Norfolk, Dispatch, dai 


1902, 5,0 ai sit? 1908, 7,482 February, 8,448; 
March, 9 
_Bichmond, re Leader, pas Ay 4 
t Sunda: averaee BN 
ry 1, £80, 27,414. ree circula- 
tion ashington and Pune 
"WASHINGTON. 
Tae Logecr. Dv. av. ones. 12,7173 Sy. 
15, G15; 2y. “y. B,00, mos, 1904, Dy., 
14,500; bor Seo ex 30. soon eH.» 0 poe, 8. is. C. Beck= 





Sun. Geo. H. Utter, pub. Average 
1903, Tisee. * Only daily in 80. Rhode Islan 


SOUTH CAROLINA. 


Anderson, People’s Advocate, wukiy. 
verage 


Ar 
Only Nashville intly atigibte to to Rolt 


e, Progressive essive Teacher and gouthwn 
School Journal, mo. Av. for 1902, 8,400. 





G.P. 
1903, no issue less than 1,750, 


First? 3 months 1904, 8,1 * yg 


1908, daily, 6. 66 83 seni- 
,%, 706. First 3 months 
ay 8,546, | 


is Leader. Tomlinson & Day, 


55. Rate, 15 cents 
iota. 1904,19,177. ws 


News. In 1902 no issue 
First 6 mos, 1903, 1,425, 


daily. Average 
68. Feb., 1904, 12,278. 


W. MM: 


1908, dat nday 
7,821 (964). March, 1904, ver 4 
dt S96. wocekly 82,468. 


r ending 
robe Bi,8O. 
of Honor, - 


TEXAS. 


ae (formerly Retail 
Capers, fae 


100 1. B29. G. E. Kepple, 





Jos. vs. Jos. Auld. Actual daily 
658. 


. Sworn average for 
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WEST VIRGINIA. 


Parkersburg, Sentinel, daily. R.G. Hornor, 
pub. Average for 1908, 2,804 ( 009). 





Wheelin News. oS ee cirewn 9,707, 
Sunda YY Pa ia circwn 10,8 For 12 months up 
to Apr 1904. Guarantees a paid circulation 


equal to any other two Wheeling papers combined. 
WISCONSIN. 
LaCrosse, Leader-Press, daily. Actual aver- 
age 1903, 5,590, 


Madison, Ameri eekly Amerika Pub- 
lishing Co, Average for 1902, %.496 a 026). 





Mllwankes, Evening Wisconsin, ay. vg. Wis- 


Recine, Wisconsin Agriculturist, weekly. 
erage for 1903, 88,181. First 3 months 1904, 
$4,720.” Advertising #2. 10 per inch- 


Waupaca, Post, bt age R paca oe Seine Co. 
Average for 1902, 2,588, home print. 


BRITISH pnicatens 
Vancouver, Province, daily. W. C. Nichol 
publisher. Average for 122 5,987. 
Victoria, Colonist, daily. Colonist P. & P. Co. 
Average for 1903, 8, 695. 


MANITOBA, CAN. 
Winnipeg, Der Nordwesten,Germanw’y. Av. 
Sor 1903, bats 565. Only medium in special fiela. 


wi 











aily and weekly. Av- 





consin Co. Average for 1903, 21, 981 
1903, 25,0904 ‘April, 1904, 25,665 (@@). 
THE EVENING WISCONSIN. 
“For the purpose of reaching the intelligent and 
well-to-do people of Milwaukee 1 would put the 
Evening Wisconsin first,” said Mr. J. Simon, 
manager of the Boston Store. He also said: “I 
would give more for 25,000 circulation of the 
Evening Wisconsin kind than a hundred thou- 
sand of the other kind.” 
Milwaukee, Germania-Abendpost. dy. Av. Se" 
year end’g Feb.,'04, 28,876; av. Feb. 04, 24,808 


Milwaukee. Journal, daily. Journal Co., pub. 
Av. end. Feb., 1908, 88,504. April, 1904, 89,618, 


Oshkosh, Northwestern, “daily. Average for 
1903, 6,488. 


Racine, Journal, daily. Journal Printing Co. 
Average for 1903, 8,702 


Daly, April, 1904, 28,6 





Free Press, d 
3 193, daily, wisseeds weekly, 18,908. 
NOVA SCOTIA, CAN. 
Halifax, Herald and Evening Mail. Av. 1902, 
8,571. Average 190°, 9,941. April, 1904,15,296. 
ONTARIO, CAN. 
Toronto, Canadian Implement and ee 
Trade, monthly. Average for 1903, 5,875. 
Toronto, Star, daily, 
971. April, 1904, 81,205. 
QUEBEC, CAN. 
Montreal, Herald, daily. Est. 1808. Actual 
average for 1903, 22,515. 


Montreal, La Presse. Treffle Berthiaume, 
lisher. Actual average 1902, daily 70, ‘ee 
Average April, 1904, 80.116. 

Montreal, he y.&wy. Graham & Co. Av. 
for’02, dy, 55.079, wy. 121. 418 (1093). Six mos. 
end, May 3/, 1~y dy, av. 55,147, wy. 122,157. 





Average for 1903, 20,- 











Honor. 


THE 


May 10, 1904, 





We beg to inclose 
renewal of our contract for the Roll of 


We hand you this with consider- 
able pleasure, as it has been product- 
ive of many inquiries to us, and also 
the fact of having our circulation rated. 

The Camera is the only 
graphic magazine in the Roll “it 
listed, as you will notice. 


Frank V. Cuamsers, Editor. 
114 South Seventh St., 


ou herewith 


hoto- 
onor 


CAMERA, 


Philadelphia. 
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A JOURNAL FOR ADVERTISERS. 
t@ Issued every Wednesday. Subscription 
J five dollars a __, in advance, Ten centsa 
Six dollars ndred. 


ADVERTISING RATES : 
Classified advertisements, eae Agents 
and Want Ad Mediums, set pear 
ning with a two-line initial letter, but See aniten 
no other type larger pearl, 10 cents a line, 


a page. 
Displayed advertisements 20 cents a line, pearl 
me i5lines to the inch ($3); 200 lines to the 


Ye 
For or “Fa ame position (if granted), 25 per cent 


2 position (full page) first on first or last on 
last cover, double price. 

For e of cover pages or first advertise- 
ment on aright-hand page (full pages) or for 
oe central double — rinted across the 

“On ti fracts the inst copy fe repeated 

ime con’ e copy is 
when new copy fails to come tohand one week 
in aavance of day of publication. 

Contracts by month, quarter ree may 
po acontinned of 't the pleasure of the advertiser, 


id space used rata. 

“Two lines canes “advertisement taken. Six 
words make a line. 

rything appearing as reading matter is in- 





Advertisers to the amount of $10 are entitled 
to a free subscription for one year. 
CHARLES J. ZiNGG, 
s Publisher, 4 
Business Manager and Managing Editor. 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Hill,EC 


NEW YORK, MAY 25, 1904. 
COVERS THE FIELD. 














DuRING a recent conversation 
with Cyrus Curtis at his Philadel- 
phia office Printers’ INK asked 
for his opinion of the value of ad- 
vertising journals to a publisher. 

“They have a very high value,” 
was his reply, “for they go to ad- 
vertisers, and are the only medium 
through which a publisher can call 
attention to such facts about his 
publication as he wishes the adver- 
tising public to know.” 

“What is the value of Printers’ 
INK in comparison with its es- 
teemed contemporaries—or ‘babies,’ 
as the Little Schoolmaster likes to 
call them?” 

“In my opinion Printers’ INK 
reaches so large a proportion of 
the real, practical advertising public 
that no other advertising journal 
touches a field not covered by its 
circulation.” 

“Would you care to say as much 
in cold type?” 

“Why—yes. It’s true. I don’t 
think such a statement reflects on 
the other advertising journals, for 
the man who is really interested in 
advertising will read all the lead- 
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ing publications bearing upon it. 
They are valuable as duplicate cir- 
culation. We use them very freely, 

“Since we began publishing daily 
ads in the New York Sun, Boston 
Herald and Chicago Record-Her- 
ald some advertising. journals have 
been very persistent in asking us 
for the same copy. Evidently they 
have failed to see the purpose of 
this campaign. We want to reach 
the manufacturer who knows very 
little about advertising except as 
an abstract proposition that is good 
for somebody else, but not his own 
business. That sort of a man has 
never heard of the advertising 
journals. The only mediums to 
reach him are a few of the daily 
papers that are widely read by 
business men. The ads are also 
appearing in the Outlook and Sat- 
urday Evening Post. 

“While I regard the advertising: 
journals as highly valuable to a 
publisher, it seems to me that the 
copy publishers’ use is of a very 
indifferent sort. There is too gen- 
eral a tendency to magnify the im- 
portance of circulation, or the 
amount of advertising carried. Cir- 
culation is the first thing an ad- 
vertiser wants to know, but it isn’t 
the only thing. More attention 
should be paid to explaining the 
character of circulation—what the 
newspaper or magazine is good for 
promoting, where it goes, and the 
kind of people who read it. Pub- 
lishers’ advertising interests the 
advertiser most when it helps him 
to advertise intelligently.” 


Jupeinc from the long list of 
business which it places, the Shaw- 
Torrey Company, of Grand Rapids, 
Mich., must be in a prosperous con- 
dition. 

THE advertising of R. Blanken- 
berg & Company, Philadelphia, 
manufacturers of Golden Fleece 
Yarns, is placed by N. W. Ayer & 
Son, Philadelphia. 


CoMMENCING June 1 the Chicago 
Tribune announces that commis- 
sions to advertising agents will be 
reduced from 15 per cent to 10 
per cent on general advertising, 
and no commission will be allowed 
on local business, 























Tue Manitoba Free Press has 
just finished the installation of a 
mammoth new Hoe quadruple 
color press, giving it a printing 
capacity of 68,000 eight-page papers 
per hour, or 34,000 sixteen-page 
papers. The Free Press is grow- 
ing as rapidly as the Canadian 
Northwest. Four years ago it 
was an eight-page morning paper, 
with ten pages on Saturday. Now 
it prints sixteen pages daily, with 
a Saturday issue of thirty-two 
pages. 


ACCORDING to the Fourth Estate 
the Greig Advertising Agency has 
sent out the following to a long 
list of creditors: 

We regret that we are forced to ask 
your further indulgence on the accourt 
which you have against us. Our largest 
client, the International Serum Toxin 
Company, is temporarily embarrassed. 
In order to protect our creditors, we 
have refused this client further credit 
until our account is paid and we are 
canceling all existing contracts for their 
business. We have been permitted to 
examine their books and find their as- 
sets in excess of their liabilities, and 
their temporary embarrassment appears 
to be due to the reorganization of their 
business. 

They are closing their various offices, 
which have always been operated at a 
loss, and arranging for the continuance 
of their business in the mail order field, 
which is very promising. We _ believe 
enough will be realized from their ac- 
counts to enable them to satisfy our 
claim in a reasonable length of time. 

We cannot determine exactly how 
soon we will be able to pay your bill, 
but in consideration of your extending 
to us the same courtesy as we will re- 
ceive from the other creditors to whom 
we have explained the situation, we as- 
sure you that we will put forth every 
effort to collect from our client and 
take care of your account at the earliest 
possible date. 





THE following paragraph appear- 
ed in Printers’ INK for May 11, 


1904: 

According to the Publishers’ Guide 
for May, four advertising agencies have 
sprouted from the parent root of the 
Pettingill Agency. They are Wood, 
Putnam & Wood (former members and 
employees of the Pettingill Agency); the 

Wetherald Advertising Agency; 

ose, Pettingill & Bell—all having 
offices in Boston; and the Homer 

Hedge Co., with offices at 120 Broadway, 

New York. Since the Pettingill failure 

the Boston advertising agency of A. E. 


Sproul has suspended, the Pagani Ad- 
vertising Agency of Boston has inform- 
ed its creditors that it is unable to pay, 
and the procession is followed up by 
the R. P. Tillman advertising agency 
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of Boston, which asserts that it is suf- 
fering from the prevalent epidemic. 


A few. days ago Mr Tillman 
called upon the Little School- 
master for the purpose of taking 
exceptions to the statement printed 
in the Publishers’ Guide. In view 
of Mr. Tillman’s explanations, the 
Little Schoolmaster dictated a par- 
agraph to be inserted in PrinTErs’ 
INK. It was read to Mr. Tillman, 
who pronounced it satisfactory. It 
is as follows: 


Mr. R. P. Tillman, the Boston adver- 
tising agency man who, according to the 
Publishers’ Guide, quoted in Printers’ 
INK in its issue of May 11, was suffering 
from the prevailing epidemic that has 
been so severe among the Boston adver- 
tising agncies of late, comes in person to 
tell Printers’ INK that there is no oc- 
casion whatever for any such assertion. 
Mr. Tillman failed in 1902 and those old 
affairs are still unadjusted, but it is ex- 
pected that the creditors will eventually 
get not less than 20 cents on the dollar. 
Since that time the R. P. Tillman Com- 
pany has been in position to pay every 
obligation as it has arisen and to take 
advantage of every cash discount where- 
ever one could be had. 


Meanwhile Mr. Tillman has ex- 
pressed a desire to have the fol- 
lowing made known to the readers 
of Printers’ INK: 


CoMMONWEALTH OF MASSACHUSETTS. 

Suffolk, ss. 
Boston, May 16, 1904. 

Before me personally appeared Rob- 
ert P. Tillman, President of the R. P. 
Tillman Company, and made oath and 
said that since the incorporation of this 
company in January, 1903, all bills have 
been met at maturity and that they have 
been, and are now, taking all cash dis- 
counts; that any bills remaining for 
any reason unpaid in their office the last 
of any month are paid on that date; and 
that on May 10, 1904, the day before the 
statement in reference to their condition 
was printed in Printers’ INK, eighty 
(80) per cent of all indebtedness incur- 
red by them for advertising the pre- 
ceding month had been paid. 

Subscribed and sworn to before me, 

S. A. MILLER, Jr., 
Justice of the Peace. 


Adwriters, manufact- 
urers of novelties, print- 
ers, designers, engravers, 
makers of half-tones, office 
devices and mail-order ar- 
ticles should carefully read 
the advertisementon page 
64 of this issue. 
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_Mr. F. James Grsson has re- 
signed as secretary of the North 
American Advertising Co. 





THE advertising of R. H. Inger- 
soll & Bros., No. 53 Maiden lane, 
New York; Singer Manufacturing 
Company, No. 149 Broadway, New 
York; Spencerian Pen Company, 
No. 349 Broadway, New York; 
Huyler & Company, confectioners, 
New York, and Nonatuck Silk 
Company, Florence, Mass., is plac- 
ed by the North American Adver- 
tising Company, No. 110 William 
street, New York. 





R. C. CAMPBELL, general man- 
ager of the Rocky Mountain News- 
limes, Denver, Colo.,. sends out 
the following: 


This company is in receipt of a vol- 
ume of cummunications of various kinds 
in reference to what appears to be a 
concerted movement on the part of pub- 
lishers in the direction of obtaining 
relations different from those previously 
existing toward advertising agents and 
agencies. 

The theory of the movement seems 
to be that because the Pettingill agency 
has failed and inflicted considerable loss 
on a large number of publishers, there- 
fore all agents and agencies should be 
held more or less accountable. 

We beg to state that for the present, 
at least, we do not see the necessity 
of joining such a movement. 

This company is a sufferer through the 
Pettingill failure in common with many 
other publishers; but we are not on that 
account disposed to prejudge any or all 
other advertising agencies; and we have 
assured Mr. Pettingill, in response to 
his appeal, that we shall be glad to see 
him established again in business and 
= do all that we properly can to aid 

im. 

We do not hesitate to say, in this con- 
nection, that in our opinion some agen- 
cies have been remiss in their business 
methods, a few far too much so; but, 
on the other hand, recognizing as we do 
that no large business can be conducted 
without a certain percentage of risk, 
and believing that our percentage of loss 
has been smaller up to this time than 
that involved in any other business of 
similar volume of which we have knowl- 
edge, we are not as yet convinced that 
any radical departure from relations now 
existing between publishers and agencies 
is either necessary or desirable. 

We have reason to believe that the rates 
and regulations governing payment for 
advertising in the publications of this 
company are as well understood and as 
generally accepted as those of any other 

ublishing concern in the country. As 
ong as these shall continue to be ob- 
served in proper spirit by the individuals 
or firms affected, we, on our part, will 
not undertake to change them. 


THE Chicago office of C. J. Bill- 
son, formerly located in the Trib- 
une Building, has been removed to 
the fifth floor of the Boyce Build- 
ing. Mr. John H. Glass, Chicago 
manager for Mr. Billson for sey- 
eral years, is still in charge. 


AT a meeting held at 203 Broadway, 
in the offices of Alger & Simpson, at- 
torneys at law, by the creditors of the 
Wm. F. Simpson Advertising Agency, 
Potter Bldg., 38 Park row, Manhattan, 
N. Y., with Mr. Craft of the New York 
World, Mr. Wiley of the New York 
Times as members and representatives 
for the American Newspaper Publishers’ 
Association, and Wm. A. Deering of the 
New York Sun and Arthur Koppell, rep- 
resenting the Publishers’ Commercial 
Union, it was decided to accept fifty 
per cent in full settlement of all bills 
against the agency and give permission 
for its continuance in business. The 
accounts of the several members of the 
American Newspaper Publishers’ Asso- 
ciation will be paid to and adjusted by 
William Cullen Bryant, secretary of said 
association, and those not included in 
same will be adjusted by Arthur Kop- 
nell, Eastern Manager of the Publishers’ 
Commercial Union, Temple Court, N. Y. 
The Wm. F. Simpson Advertising 
Agency has been carried on since 1889 
by Wm. F. Simpson and was incorporat- 
ed under New York State laws, with 
a capital stock of $10,000. The direc- 
tors are Wm. F. Simpson, Issac Kerri- 
gan and J. V. Simpson. 


If you are the publisher 
of a first-class periodical 
—one which no prudent 
advertiser can afford to 
overlook— read the adver- 
tisement on page 64 of 
this issue. The special 
issue for June 8 (press 
day June 1) offers you 
an opportunity to remind 
a choice list of advertisers 
of your publication. You 
may do so in a page, half- 
page or quarter-page ad- 
vertisement, or even ina 
single inch announcement 
in the Roll of Honor, 
should you be listed in 
that department of select 
mediums, 











Tue St. Louis Star Publishing 
Company announces the appoint- 
ment of Mr. George H. Clements 
as general manager ofthe St. Louis 
Star. 


Tue New York office of the 
Chas. H. Fuller Advertising Agen- 
cy places orders for the Shell Nov- 
elty Company, Chambers street, 
New York, in mail order publica- 
tions and magazines. 





PAYNE & YOUNG, special news- 
paper representatives, Marquette 
Building, Chicago, announce the 
opening of their Eastern office at 
604 American Tract Society Build- 
ing, New York City, under the 
management of F, P. Alcorn. 





Joun J. Hamirton, for seven 
years general manager of the Des 
Moines News, and for twenty-one 
years actively connected with its 
business affairs, has resigned to 
become a member of the editorial 
staff of the Jowa Homestead, the 
Des Moines agricultural weekly. 
The change was made to gratify 
his ambition to enter literary work. 


THE advertising men of San 
Francisco recently got together at 
an informal luncheon and took 
steps toward organizing a perma- 
nent club, modeled on the lines of 
those elsewhere. It is proposed to 
have a meeting place where lunch- 
eon can be had daily, with a dinner 
every sixty days. Among the 
promoters are the following: 

E. M. Swasey of Barnhart & Swasey, 
advertising agents; J. Cooper of the F. 
. Cooper Advertising Agency; Luther 
E. Fitch of the Bulletin; W._E. Joslyn, 
advertisitig manager of the Emporium; 
C. H. House of the Call; R. C. Ayres, 
advertising manager of S. N. Wood & 
Co.; James Johnson, advertising manager 
of Weinstock, Lubin & Co.; Homer 
Boushey, advertising manager of Prag- 
er’s, Inc.; W. H. Pinney, advertising 
manager of Hale Bros.’; J. R. Hamilton, 
advertising manager of J. Friedman 
Co.; Edgar H. Dunn, advertising man- 
ager of the Sterling Furniture Company; 
George W. Fischer of the Fischer Ad- 
vertising Agency; S. M. Barrus, ad- 
vertising manager of Kohler & Chase; 
George Chase of the same firm; - 
Rowley of the California Fruit Grower; 
H. P.. Stabler, chairman of the advertis- 
ing committee of the State Fruit Grow- 
ers’ Organization; J. Eppinger and A. 
G. Carter of Barnhart & Swasey, and 
J. D. Barnhill, coast representative of 
the Review of Reviews, 
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Direct copy is sent out by De 
Freest & Storer, of Waterford, N. 
Y., makers of an anti-germ wash 
cloth. 





H. Westey. Curtis, 150 Nassau street, 
Manhattan, N. Y., has been a clerk for 
John W. Barber of the Barber Adver- 
tising Agency of Boston, Mass., for 
about three years, and was elected: secre- 
tarvof the American Advertising Agents” 
Association at the last meeting, held 
May 11. The officers of that associa- 
tion are: Chas. H. Fuller of the Chas. H. 
Fuller Advertising Agency, Chicago, 
Ill., President; Frank Presbrey of the 
Frank Presbrey Co., 7 West 2oth St., 
N. Y., vice-president; Geo. Batten of 
Geo. Batten & Co., Potter Bldg., N. 
Y., treasurer; and H. Wesley Curtis, 
secretary. The Board of directors are: 
Frank Presbrey, Chairman; Chas. H. 
Fuller, Geo. Batten, A. L. Thomas of 
Lord and Thomas, Chicago, IIl.; Allan 
Collier of Proctor & Collier, Cincinnati, 
O.; John Lee Mahin of Mahin’s Ad- 
vertising Agency, Chicago, Ill.; J. E. 
Erickson, Park Row Bldg., N. Y.; Paul 
E. Derrick, Tribune Bldg., N. Y.; Con- 
rad Budke of Nelson, Chesman & Co., 
St. Louis, Mo.; John W. Barber, Bos- 
ton; and H. B. Humphrey of Boston, 
Mass. The annual dues of the Associa- 
tion are $200 and the membership at 
present is about 25, all told. As Mr. 
Barber has his agency to attend to in 
Boston, and could give but two or three 
days in the month to the business, it was 
thought best to make the change and 
Mr. Curtis is now devoting his entire 
attention to the affairs of the association. 





The particular atten- 
tion of advertising agents, 
publishers of want-ad me- 
diums, and everybody else 
who has a really first-class 
message to convey to the 
advertisers in this country 
is called to page 64 of 
this issue. Please observe 
the guaranteed number of 
copies which will be mailed 
to a special list of first- 
class advertisers on June 
8 (pressday June1) and be 
reminded of the fact that 
no really good proposi- 
tions advertised in the 
Little Schoolmaster ever 
failed to bring results. 
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A. E. Kirscuner, formerly ad- 
vertising manager of Fels & Co., 
Philadelphia, Pa., has been appoint- 
ed general manager of the Inter- 
national Match Co., of the same 
city. 





Tue Paris Medicine Co., St. 
Louis, has extended the privileges 
of its offices and laboratories to all 
newspaper men visiting the exposi- 
tion this summer. The company 
provides for its guests free writing 
material and stenographers, files of 
all newpapers and a general infor- 
mation bureau. 





A SMOKER was given by the St. 
Louis Advertising Men’s League 
at the Hamilton Hotel, that city, 
on April 21. Among the speakers 
were W. F. Schweiger, National 
Cash Register Co., Dayton, Ohio; 
F. R. Atwood, the Inland Type 
Foundry, St. Louis; Alejandro 
Bermudes, Commissioner General 
from Nicaragua; K. Miyamatz, 
Secretary Japan Exhibit Associa- 
tion, Tokio; G. H. Schollmeyer, 
Hargadine-McKittrick Dry Goods 
Co., St. Louis. 





THE Five Points Club, of Cin- 
cinnati, now has thirty members, 
and expects to have a hundred soon. 
Recently organized, it is a club for 
newspaper and advertising men, 
those admitted to membership un- 
der its by-laws including all per- 
sons employed on daily or weekly 
publications, employees of advertis- 
ing agencies, advertising writers 
and managers for business houses 
or any person engaged in legiti- 
mate advertising work. Represen- 
tatives will be sent to any meeting 
held in any part of the United 
States, and discussions of advertis- 
ing matters are to be made a per- 
manent feature of its gatherings. 
The officers are: President, J. E. 
Trower; first vice-president, E. J 
Fitzpatrick; second vice-president, 
W. M. Parsons ; corresponding sec- 
retary, Geo. W. Hallett; financial 
secretary, Ray Cunningham ; treas- 
urer, George Meyers. Board of 
Governors: H. J. Haarmyer, W. 
A. Lewis, Fred. L. Smith, S. B. 
Quehl, Walter L. Byron, 
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THE James T. Wetherald Adver- 
tising Agency, No 221 Columbus 
avenue, Boston, Mass., prepares 
new contracts for the Lydia E. 
Pinkham Medicine Company, which 
will commence July 1. 





THE average daily issue of the 
Syracuse, N. Y., Post-Standard for 
the year 1902, according to the 
American Newspaper Directory, 
was 19,239 copies per day. Its av- 
erage issue during the year 1903 
was 20,155 copies per day. 





ANNOUNCEMENT 


We beg to advise that we have re- 
signed the representation of 


THE INDIANAPOLIS JOURNAL 

THE MILWAUKEE FREE PRESS 

THE COLORADO SPRINGS TELEGRAPH 
THE VANCOUVER PROVINCE 


Our resignations are dictated solely 
by policy to enable us to concentrate 
our efforts. 

These papers, with which we are 
severing pleasant business relations, 
have our endorsement as representing 
excellent value in their respective fields, 


SMITH & THOMPSON 
NEW YORK CHICAGO 
Potter Building 530 Tribune Building 


1. 9. 4 


_ Wednesday, Sept. 7, t904. 


On account of the inconvenience entailed by giving 
special positions to advertisements. as well as on account 
of the su; sprees peculiar value of special positions, it is 
decided that after Wednesday. September 7, the 
charge for special positions Yo Parsters Inn will, if 
granted, be double the ¢ charged for advertisements 
appearing without specification as to position. That is, a 
special position ad will cost 40 cents a line, $6 an inch, $40 
a column, $80 a . while one without a ied position 
will be accepted then as now fer 20 conte, 3. $20 and G40. 


Previous to Saacabie ‘rep ent rates will remain 
in force and contracts will be accepted till forbid or for 
any specified period , and the existing privilege to discon. 
tinue at the advertiser’ 's pleasure will niso remain in force; 
also the advertiser's privilege of a free yearly subscription 
for every ten dollars covered by his advertisement con. 
tract—Wwhen demand for the coupon is made at the time 
the contract is made. Prices are flat. No reduction 
is made for large space or continued insertions. 
appearing as seeang 7 goes of free, 


No increased pric I 8 fot di 











named remaining 19 cents 3 
line, $10.0 columa, S208 Page. 


Only papers ni are listed in the Roll of Honor can 
obtain caper in and between the 3 of that department 

A page costs $40 per issue, a ( an costs 
$20, @ quarter page (J, column) costs 490 per issuq. 





(0!) commentcartons. enters end copy to the 
pusiNess MANAGER OF PRINTERS’ INK. 
40 Spruce Street. New Vork. 
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BEAU BRUMMELL AS AN 
ADVERTISING CHAR- 
ACTER. 


To show satisfactory illustra- 
tions of men’s clothes in a daily 
paper is a problem. Some of the 
New York clothing advertisers 
frankly give it up. A few firms 
head their ads with stippled rep- 
licas of the fashion figures that 
appear in the magazines, and these, 
while they fail to give an adequate 
idea of the garments, serve to re- 
call to readers the fine half-tones 
used in Stein-Bloch, Kirschbaum, 
H-S-M and other familiar general 
campaigns. Nearly all the New 
York clothing houses that sell their 
own product avoid the newspaper 
fashion figure. As they use no 
magazine advertising, the newspa- 
per fashion plates do only scant 
justice to their goods. It is said, 
too, that these firms avoid being 
identified with the generally adver- 
tised lines, which are somewhat 
lower in price. These are the con- 
ditions, and as illustrations are 
necessary for eye-catchers in the 
small spaces commonly used by 
clothing advertisers, it has been 
found best to print semi-humorous 
pictures with only remote bearing 
on clothes. 

Browning, King & Co. opened a 
new store on Broadway, between 
Thirty-first and Thirty-second sts., 
in March, and a new style of adver- 
tising was adopted. Only one at- 
tempt has been made by this firm 
to illustrate the daily newspaper 
ads that appear in New York and 
fourteen other cities. Several years 
ago semi-humorous pictures headed 
the ads, but they were soon aban- 
doned. In casting about for a new 
line of pictures Charles M. Fair- 
banks, the firm’s advertising man- 
ager, hit upon the idea of using 
Beau Brummell as a daily feature. 
In the two months since the ads 
began to appear they have attracted 
considerable attention. 

“In the popular mind Beau 
Brummell seems to stand for a 
fop,” said Mr. Fairbanks, “whereas 
in reality he was never extrava- 
gant in dress. Born in a very 
humble — station, the son of a 
‘gentleman’s gentleman,’ he rose to 
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be an intimate of princes wholly 
through his good taste in dress. 
Our purpose in employing him as 
an advertising character is to dwell 
upon the principles that govern 
tasteful dress, and to accomplish 
this we print every day a little 
clothes aphorism, presumably 
dropped by the Beau to his valet. 
The two figures have been painted 
in colors on our new Broadway 
store, twenty feet high. They are 











“1 must bs measured again, Robin- 
son. Ihave gained a pound.” 
—Beau Brummell to his Valet, 


‘A POUND, MORE OR LESS, I8 OF NO CON- 
SEQUENCE IN A STOCK AS LARGB 
A8 OURS, 

WE CAN FI1 YOU IN A MINUTE, WHAT- 
EVER YOUR. WEIGHT. IN A SUIT OF 
TOP COAT—$15 TO $30. 

RAIN COATS DON'T HAVE TO FIT. BUT 

MUST HANG RIGHT—PRICES 
RIGHT, TOO. 


Browning: 
King-3-@ 


Broadway, bet, Sst and 324 Sts. 
10 to.26 ewes *¢ New York, 
Fulton Street aot ie é — Brooklyn. 








also used in car cards and as col- 
ored illustrations for our mail 
order catalogue. He gives us a 
subject for illustration that is not 
too far removed from clothing. We 
have never employed the conven- 
tional fashion figure in our news- 
paper advertising, for we know 
its limitations. Indeed, the East- 
ern clothing trade avoids the 
fashion figure as a whole. But in 
the West it is persistently sought 
by our store managers. In the 
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short time since the Beau made 
his bow to the public we have 
heard considerable comment. on 
him. Actual results are difficult 
to trace, but there is no doubt in 
my mind that such a figure will 
gain advertising value steadily 
after it has become associated with 
our stores. It takes time to make 
an impression. One very amusing 
incident has arisen already. We 
spell Brummell with two ‘l’s’ in our 
copy, but the New York Sun has 
been printing our ads with one— 
Brummel. On looking the matter 
up we find that two ‘l’s’ were used 
by Thackeray, and it is spelled this 
way in the Century Dictionary of 
Names. A life of Brummell that 
appeared soon after his death 
spells it with one, but there are 
two on the Beau’s gravestone. 
Richard Mansfield uses only one, 
but we thought that the Sun would 
be safe in following Thackeray 
rather than Mr. Mansfield. A let- 
ter recently written to the Sun 
was published, with an acknowl- 
edgment that our position was 
right.” 

The spring and summer cata- 
logue of Browning, King & Co. is 
a handsome booklet, showing gar- 
ments as they are usually draped 
in windows. This method gets 
away from the conventional fash- 
ion figure in an admirable way, 
while the “human element” neces- 
sary in such literature is furnished 
by ten daintily colored half-tones 
of the Beau and Robinson, his 
valet. These have been very effec- 
tively handled by the printers, 
Ferris Bros., 45 Rose street, New 
York. The dress aphorisms print- 
ed underneath each picture give a 
good idea of the style followed 


from day to day. 

Clothing is a good investment; it al- 
ways draws interest from the public. 

y genius in the art of dressing not 
only has made me the Prince of Beaux, 
but His Highness, George, the Beau of 
Princes. 

Believe me, Robinson, the first step 
toward a success in life is to be fault- 
lessly dressed. 

Good clothing is like charity; it 
covers a multitude of sins. 

Every man should use his brains in 
choosing a hat to cover them. 


One of the best advertising me- 
diums of the firm is Browning’s 
Magazine, which is distributed 
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through sixteen stores and by mail. 
Any person making a purchase at 
a Browning-King store can, by re- 
quest, have this little magazine sent 
free for a year, and the publication 
also has a respectable list of paid 
subscribers. Mr. Fairbanks gives 
the following schedule of the dis- 
tribution of the March number: 








New York (Cooper Square).... 5,000 
New York (Broadway). en 1,000 
EES Sbewcecaece 5,000 
SE; SUNS sks Sac 16,000 
Milwaukee ... 5,000 
eee rer 5,000 
RURIMEOUOTED vo ccaccenpss «++ 6,000 
Rae Clty ss 2 o's as Dobevescce. 9,000 
The. 2 PML Cobie ses vevtedendeead 4,000 
Se: She wha somes ata a0 wie 4,000 
RG LARNER BR etal oS a rae 6,000 
TERNS “Sse cecc de deeeisss 4,500 
Orr ee EE er eT Eee Le Ora 4,500 
DOOR. cs cakeschaen yeas aiaive.,, 99000 
Providence .ccccesces epecesee 8,000 
ClOveIAN sc icciccsecces covcces  4§00 
BOOUEE “Sbb'c caesenes ve Co ctecse 800 

rea soeneed ocme:, Mie 


“Our mailing list is now in the 
neighborhood of 70,000,” he says, 
“and we have bona fide subscribers 
in England, Scotland, Germany, 
Alaska, the Philippines and China. 
The copies that go to these coun- 
tries do us little good, and I don’t 
know how we got readers so far 
away, but people there have be- 
come interested enough to pay for 
the magazine. We have a great 
many readers in Southern States, 
where there are no stores to take 
care of any demand that may be 
created. The magazine is produc- 
tive of mail orders, and the large 
circulation credited to the St. 
Louis store is a reflex of our mail 
order trade there, which far ex- 
ceeds that of any other city. Sev- 
eral other firms in this trade have 
started magazines along the same 
line, but none has lasted more 
than a year. Our magazine has 
been published fifteen years. It 
takes several years to establish a 
business periodical upon a profit- 
able basis. Most advertisers get 
discouraged at the end of the first 
year, believing that they are mak- 
ing no impression. Results are 
seldom very large at the end of that 
time, but some progress has really 
been made, and perseverance will 
show it. I do not believe that any 
magazine, with the exception of a 
few like the Century and Harper's, 
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prints better pictures than we do. 
My training is artistic, and I have 
written a good deal on art sub- 
jects. I know many artists, and 
we get pictures in the open mar- 
ket like any other publication, pay- 
ing good prices and sending check 
on acceptance. Every line of mat- 
ter in the magazine is original, and 
our own advertising is confined to 
the covers and illustrations of gar- 
ments. I suppose Ferris Bros., our 
printers, would think it no more 
than just that I should say themag- 
azine is one of the best in printing. 
It is, and costs quite a tidy sum 
every year. But it pays. One 
leading feature of interest is the 
department devoted to amateur 
photography. We buy photographs 
from readers who send them in, 
and also deal with the technical 
side of photography. Long experi- 
ence in catering to our particular 
clientele has shown us that ama- 
teur photography is a subject that 
interests the greatest number of 
the people we want to reach.” 


STANDARDIZATION. 

As a means of standardizing a well 
distributed article the magazines occupy 
a peculiar relation to the general public. 
What does ‘standardizing’ mean? Apolli- 
naris, Worcestershire Sauce, Sapolio, 
Pear’s Soap, Ivory Soap, Baker’s Cho- 
colate, Royal Baking Powder are, for 
instance, standardized articles. None of 
these articles, with the possible excep- 
tion of Pear’s Soap, has attained this dis- 
tinction by the exclusive use of the 
magazine, and in one or two cases the 
magazines have played a very small part 
in impressing them upon the public 
mind. On the other hand, the maga- 
zines have done much to make Ivory 
Soap, Baker’s Chocolate and Royal Bak- 
ing Powder what they are in the public 
mind. I believe that Pear’s Soap in this 
country has depended almost entirely 
for its success upon the splendid maga- 
zine work which has been done for it, 
and I doubt if the expenditure for mag- 
azines has much exceeded fifty thousand 
dollars per year upon an average, yet it 
is remarkable what these people have got 
for their money. Standardization through 
the magazines so individualizes an article 
that, where a discriminating purchaser 
enters a grocery store and is offered two 
apparently identical bars of soap, one of 
which is Ivory and the other not, at a 
difference peat Boar of fifty per cent in 
cost, he will purchase Ivory on its repu- 
tation.—A. Crests Morrison, in Wo- 
man’s Herald for Men. 

6 ot Sal > Hie 

Specrmens of rare and curious ever- 
green trees and shrubs are shown by 
halftones in a neat album from the 
Thomas Meehan & Sons’ wholesale de- 
partment, Dreshertown, Pa. 


Daily 
Newspaper 
Investigations 


Quantity and Quality 
of Circulations Ascer- 
tained and Reported. 


In Printers’ Ink, beginning with the 
issue of April 6, 1904, was commenced a series 
of investigations and reports of newspaper 
conditions in towns where daily newspapers are 
published. There are more than a thousand 
such towns and more than twenty-four hundred 
daily papers. To deal with all, within a twelve- 
month, would require a corps of investigators 
and the publication of not less than fifty pages 
of reports weekly. This would involve a 
greater expense than would be warranted un- 
less the service appeals, in some large way, to 
a considerable number of general advertisers 
and those leading papers most likely to be 
benefited by having their foremost position 
recognized and d 

Every one interested in general advertising 
has found himself embarrassed by the difficulty 
of understanding newspaper conditions at a 
distant point, and reports from an agent on the 
spot are rarely satisfactory, because almost 
certain to be influenced by local prejudice or 
favoritism. 

If so many as two hundred and fifty persons 
desire the full service—that is,a full report 
upon daily pap ditions in all Ameri- 
can towns wherein daily newspapers are issued 
—at a subscription price of one hundred 
dollars to be paid by each sub- 
scriber, one-half in advance and the re- 
mainder upon completion of the work, we 
are inclined to undertake it, agreeing to com- 
plete it within one year from August 1, 1904. 


I am not at present ready to 
receive subscriptions, but desire 
to ascertain if there exists any 
definite, recognized want for the 
work I propose. 


I ask attention to such specimens of 
reports as are found in recent issues 
of PRINTERS’ INK, and invite cor- 
respondence on the subject. 


Address CHARLES J. ZINGG, 
Business Manager Printers’ Inx, 


10 Spruce St., New York. 
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WEEKLY AD CONTEST. 
THIRTEENTH WEEK. 


In response to the weekly ad contest 
forty-nine advertisements. were received 
in time for report in this issue of 
Printers’ INK. The one here reproduc- 
ed was deemed best of all submitted. It 
was sent in by H. A. Bates, publisher of 


PRINTERS’ INK. 


to be good advertisements. Each week 
one ad will be chosen which is thought 
to be superior to every other submitted 
in the same week. The ad so selected 
will be reproduced in Printers’ Ink, 
if possible, and the name of the sender, 
together with the name and date of the 
paper in which it had insertion, will 
also be stated. A coupon good for a 











Get She fabit 


Habit is the-strongest,imputse in man. Get the habit of saving and your future 
welfare and prosperity is assured. Maybe your habit now-is to spend too freely. ‘You 
realize it is a bad thing for yourself and your children, and would overcome it if pos- 
sible. It is at this point we would interest you in the savings’ bank department re- 
cently inaugurated by us. We make it easy for you to save and hard not to. For 
one dollar, deposited to your credit, we give you one of these beautifully finished steel 
banks, retaining the key. Youslip in the dimes and nickles, even larger: coins and 










W. F. Bouws 
PaTENTExs axD rh, 


TRUITT, MATTHEWS & CO; BANKERS 
CHILLICOTHE, ILLINOIS 





bills as you can spare them. Bring the little saving machine to our bank the‘ tenth 
of each month and we will issue an interest drawing certificate of déposit for the con- 
tents. Do this every month and your financial condition will never be a source of worry 
to you. Your easy spending habit is checkmated by the fact that we hold the key. 
The old habit loses strength and the saving habit develops. That's the secretin q 
nutshell. Can you afford to miss this cpportunity? 


Truitt, Matthews & Co.. Bankers 


Chillicothe, Ill. 




















year’s subscription to Printers’ INK 
will be sent to the person who sends the 
best ad each week. Advertisements 
coming within the sense of this contest 
should preferably be announcements of 
some retail business. The sender must 
give his own name and date of the 
paper in which the ad had insertion. 


the Chillicothe, Ill., Enquirer, and it ap- 
peared in that paper for May 10, 1904. 
A coupon was mailed to Mr. Bates as 
provided’ in the conditions which govern 
this contest, viz.: Any reader may send 
in an ad which he or she notices in any 
periodical for entry. Reasonable care 
should be exercised to send what seem 
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COMMERCIAL ART CRITICISM 





BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 


The Creolite advertisement here 
reproduced and designated as No, I 
was made by the compressed air or 
some other highly powerful condens- 
ing process. 

Kindly remove your hat for a mo- 
ment and consider the immensity of 
the task which has here been per- 
formed. 

On either side of the top of this ad- 
vertisement the aid of a powerful 
glass discloses the full length detail 
drawing of that tremendous piece of 
architecture, “Liberty Enlightening 
the World.” In the center there is 
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YILLEEE: 


Tit MOST PERFECT OF FLOOR PAINTS 





Creolite doubles the life of a floor; makes 
it easy to keep the floor clean. 

Greolite insures health by preventing the 
accumulation of disease germs. 

Creolite costs little, means much; light- 
ens house-work, lessens sickness. 











No.| 


what may be either a Christmas tree 
or the entire solar system, with a 
group of fairies or archangels dancing 
or flying or floating about it. The 
glass discloses six of these in the fore- 
ground. This enchanting scene is 
illuminated by what appear to be 
footlights, labeled with the letters 
forming the word Creolite, which 
would convey the impression that 
Creolite is something in the nature of 
gas or kerosene oil. 

The text, however, informs us that 
Creolite is a preparation which you 


INK WILL RECEIVE, 
CRITICISM OF COMMERCIAL ART MATTER SENT TO MR ETHRIDGE. 
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33 UNION SQUARE, N.Y. 


FREE OF CHARGES 







put on the floor, and the puzzle is to 
find the connection between the picture 
and the text. 

Now, any artist or other craftsman 
who can get such a large slice of the 
universe into a quarter-page magazine 
ad deserves to be pensioned off, or 
something of that kind. One such 
effort as this is enough for an ordinary 
lifetime. 

The illustration marked No, 2 does 
not contain so very much—only two 
pairs of feet—but it is there, and you 
can’t very well get away from it. The 
fact that it has something to do with 
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No.2 


floors will also recommend it to some 
people. 
* * 

The advertisements of Mr. Welch, 
who bottles Grape Juice up in West- 
field, N. Y., are generally very good, 
and here is one which is no exception 
to the rule. This is an extremely 
graceful and well-balanced advertise- 
ment, and the copy is equally satis- 
factory. The picture might be stronger 
than it is, but its lack of vigor is prob- 
ably due to the fact that it is clipped 
from the Saturday Evening Post, and 
the original was undoubtedly sub- 
mitted to the emasculating process 
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which the Curtis Publishing Company —on the contrary, it makes it stand 

considers essential in order to make a out. 

picture appropriate to its publications. This advertisement is a simple one, 
*. * * - 






The advertisement headed “ Pocket 
Money” occupied a full page in a trade 
paper. Please observe how easy it is 
for a good idea to go wrong. 

The cuff in the lower right-hand 
corner forms a coupon which is to be 
cut off and filled in. This was a good 
idea and the general lay-out of the ad- 
vertisement was well judged. 

It is completely spoiled, however, 
by the heavy black background behind 
the hand, which makes the check which 
the hand holds look almost like a 








Whi shade rollers ere the 
ett fe the HARTSHORN™ 
It bts dest, simplest, strongest shade 
ie. 

















Just choicest 
Concord grapes 
unchanged in the 
step from the lus- 
cious cluster to the 
tle. No antiseptic on the label, as shown in fllustration above. 
isused. This is TIH ROLLERS. WOOD ROLLERS. 


' Welch’s but one of the most effective in the 


current magazines. 


Grape Juice ° * ° 


My Appa ns Those who do not like strong black 
cious and refreshing; it} 2nd white effects, but prefer the op- 
goes right to the thirsty | posite, ought to be satisfied with this 
spot and satisfies. 

Try Welch's Grape 
Juice with chipped ice, 
mm add water if you wish. 
\i Try it inlemonade, Use 
it on the table. Ask 
for Welch’s at the 
soda fountain. 

At druggists and grocers, or trial dozen pints 
$3.00, express prepaid east of Omaha. Book- 
let with recipes free. 3 oz. bottle by mail 106. 


Welch Grape Juice Co. 
WESTFIELD, N. Y. 


POCKET 











blank piece of paper, and the white 
text below the check is next door to 
illegible, even in the full-page form in 
which this ad originally appeared. 

If the black in this picture had been 
behind the headlines and the text 
printed in strong black type on a clean 
white background, this would have 
been a good, strong advertisement. 

* * * 


As an example of a correct and well- 
balanced use of black and white this 
quarter-page magazine ad of Hartshorn BON ra 
Shade Rollers is excellent. Harrington & Richardson advertise- 
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The strong black background ment. 
catches the eye, but in no way con- This ad has appeared in various 


flicts or interferes with the illustration periodicals and in various-sized spaces, 
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It invariably shows up clear and 
clean, and is, therefore, to be com- 
mended. 

The letters “HH & R” in connection 
with the revolver form a _ heading 








ACK of every M & R Firearm is @ modern and 


a i thoroughly 
equipped factory, 33 years’ experience in manufacture, and 
our liberal guarantee, @ & R Quality means perfection: 

in every detail of design, workmanship and finish, 
PREE — Write for complere descriptive 
Catalog of H & R Guns and Revolvers, 
HARRINGTON & RICHARDSON ARMS CO, 
$20 PARK AVE, WORCESTER MASS. 











which tells what the advertisement is 
about and makes a good impression 
upon the eye. 

This advertisement is far better 
than the average firearm ad. 


<2 


THE KANSAS CITY “JOUR- 
NAL’S” NEW HOME. 


The Kansas City Journal is now 
occupying its new home, and East- 
ern newspaper men and advertisers 
who have been to Kansas City re- 
cently pronounce it one of the most 
perfect and complete newspaper 
plants in the world. The striking 
feature of the building, like that 











pase ree pes 


of the paper itself, is its substan- 
tial appearance and solidity. The 
building erected by the Journal for 
its exclusive use corners the United 
States Postoffice and Government 
building, fronting on Eighth street 
and running the entire block from 
McGee to Oak streets. It is three 
stories high, with deep basement, 
constructed of. reddish vitrified 
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brick with terra cotta trimmings. 
It is absolutely fireproof and con- 
tains 45,000 square feet of working 
floor space. The interior finish is 
of weathered oak, with weathered 
oak ceiling beams. The decora- 
tions are red and yellow. The 
lobby of the business office is 
handsomely tiled. The furniture 
and office fixtures were all made to 
special order and are im weathered 
oak also. A conspicuous feature 
ot the lobby is a Carrara marble 
bust of Col. R. T. Van Horn, 
founder of the Journal, executed 
by Frank Edwin Elwell, director of 
sculpture of the Metropolitan Mu- 
seum of Fine Arts, New York, The 
building is equipped throughout 
with the pneumatic system and all 
the latest machinery. The Jour- 
nal has its own electric light and 
steam plant. 

In the basement is a battery of 
four three-deck Scott presses, with 
color attachments, with a capacity 
of nearly 100,000 12-page papers an 
hour; the mailing rooms and stor- 
age rooms. The business office is 
on the first floor, editorial and news 
departments on the second floor 
and composing and _ stereotyping 
rooms on the third floor. 

The Journal celebrates this year 
its fiftieth anniversary, having been 
founded in 1854. It is the oldest 
newspaper in Kansas City and the 
oldest Republican newspaper in 
Kansas City. The Journal prides 
itself as a member of PriNnrTErs’ 
INk’s Roll of Honor and as being 
one of the newspapers that abso- 
lutely guarantees its circulation. 

—_—__+or 


Wuen you send out advertiserhents 
of an article, try to provide a stock 
which will supply all demands you may 
reasonably expect. It is always awk- 
ward, and always a loss for a mail 
order dealer to have to return money, 
saying goods are all out. That cus- 
tomer seldom returns after going else- 
where. Nearly all dealers now ask cus- 
tomers of goods ordered from cata- 
logues, to make a second choice. All 
goods should be packed and shipped in 
a way to make it reasonably certain 
that they will arrive in good condition, 
and of course orders should be prompt- 
ly filled.—Wheaton’s Trade Advocate, 
New Bedford, Mass. 


In the space of four pages the Vin- 
dicator, Youngstown, Ohio, has compress- 
ed a remarkable array of information 
about the paper itself and the town 
where “it is published, 








46 PRINTERS’ INK. 


yey YOU SHOULD 
SUBSCRIBE TO PRINTERS’ INK! 


PRINTERS’ INK has always been a fractical journal of ad- 
vertising. It was the pioneer in this field. It is still the best. 
Its circulation has until now been confined chiefly to men actu- 
ally engaged in advertising, no special effort being made to put 
it into the hands of young men and women in other fields de- 
sirous of studying the subject. 

* * * 

Modern advertising has grown to a point where it is 
necessary for PrinTERS’ INK to widen its scope. Wrong im- 
pressions have been created as to the fabulous salaries paid 
advertising men. The profession has been exploited as an easy 
road to wealth—which it is not. Advertising as a calling is as 
well paid as any other field of business endeavor and offers as 
good opportunities for advancement. 

* * * 


Printers’ Ink holds out no false ideas and vigorously 
opposes the “ get-rich-quick ”’ sentiment. To the business man 
or woman who will read our journal for a year, week by week, 
intelligently and studiously, it will give a clear, practical insight 
into advertising as it is actually applied to the whole field of 
business. It will tell how bright men plan and manage public- 
ity. It gives tangible experience, aiming to set forth what has 
been accomplished rather than what has been said. 

* * * 


PRINTERS INK teaches by example, not only advertising, 
but principles and practice, which are really the foundation of 
advertising. During fifteen years the “ Little Schoolmaster in 
the Art of Advertising ” has been the meaas of increasing the 
earning power of hundreds of business men. The paper has 
grown with advertising and creates methods which its intelligent 
readers turn to account in many ways. 

° * * * 


As a consequence it is to-day at the head of the advertising 
world in this and also in foreign countries, where its sale is in- 
creasing. Its best reference is any advertising man. 

* * * 

Every business man who is in any form interested in adver- 
tising should be a reader of PRinTERS’ Ink. The annual sub- 
scription price is five dollars per year—less than ten cents a 
week. Sample copies ten cents. A three months’ trial subscrip- 
tion will be entered upon receipt of one dollar. Published 
every Wednesday. 

Address Business Manager of 

PRINTERS’ INK, 


10 Spruce Street, New York. 
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DEPARTMENT FOR MANUFACTURERS 
AND WHOLESALERS. 
By Edmund Bartlett, 150 Nassau St., New York. 





A good many people take a 
“flier” in advertising—and usually 
their flight is mighty short. 

Among birds, the quail and the 
pheasant get up with a terrible 
racket and travel swiftly, but only 
for a few hundred yards, as a rule. 

The turkey buzzard does not 
stand high socially in the bird 
kingdom, but he has most other 
birds hereabouts beaten to a stand- 
still when it comes to flying. He 
can soar hundreds of yards above 
the earth for hours at a stretch 
without even so much as a flap of 
the wings. 

In advertising, as in flying, it is 
the steady, majestic sweep rather 
than the swift, mad flight. that 
keeps things above the ground. 

This leads up to the question of 
whether the advertiser should seek 
quick, direct results or regard his 
advertising as publicity pure and 
simple—something to bring his 
goods before the people who should 
buy them, with the reasonable cer- 
tainty of indirectly getting his 
money back with a profit, provided 
he tells the right kind of a story 
and sticks to it long enough. 

Inexperienced advertisers are 
likely to consider only the question 
of immediate returns. If they can- 
not get them, they want to quit. 

Every newspaper, magazine and 
trade paper man is familiar with 
the type of advertiser who goes in- 
to a few issues and then drops out 
because he doesn’t get carload 
orders. 

If the same man sent out sales- 
men into a new field, it would re- 
quire a number of trips over the 
same territory to accomplish any- 
thing worth while. 

If he went into a new club or a 
new church, he wouldn’t become 
“one of the boys” or be made a 
deacon until he became pretty well 
known. 

But when he goes into a new 


field of advertising and puts out a 
few thousand pieces. of printed 
matter or inserts a few ads in the 
newspapers, magazines or trade 
papers and the returns do not come 
pouring in, there is trouble forth- 
with. 

It’s an exceptional business in- 
deed that can be established on a 
highly profitable basis within three 
years of its birth. 

It’s an exceptional advertising 
campaign that can be made to 
bring back its cost within a few 
months after its inception, 

Experienced advertisers know 
this—the begiriner must learn it 
from experience, and while the op- 
eration isn’t at all pleasant, it 
serves to test his courage and pa- 
tience and more firmly strengthens 
his faith in advertising or takes 
him out of the ranks altogether. 

This test of waiting for results 
seems to be a fate which de- 
termines whether a man shall be 
an advertiser or whether he shall 
not be. 

Some men seem born to succeed 
in advertising; others haven’t the 
making of advertisers in them and 
never will have. It seems better 
for all that they should quit early 
before they get into a position 
where their incapacity will cost 
them more dearly. 

I know a man who had the 
courage to work and advertise per- 
sistently for five years without a 
cent of profit) He knew his goods 
were right, and that, while new, 
there would be a sufficient demand 
for them to make the business im- 
mensely profitable if he could edu- 
cate a given number of people to 
using them. 

He had the foresight to keep 
right on advertising without a let 
up—not lavishly, but within his 
means—and while there was no 
startling increase in the demand as 
the months rolled by, still there 
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was sttfficient to prove that the 
possibility was there. 

By and by, as the result of 
continual pounding and watching 
and waiting, the results did come 
almost in a bunch—within a year 
or two he was repaid for his five 
years of work many times over. 

If he had plunged at first—had 
lacked the patient temperamental 
faculty which the successful adver- 
tiser must have to-day—he would 
have been out of business within a 
year, 

Such cases can be multiplied. 
There was a department in a busi- 
ness which I once exploited that 
had simply died of dry rot. In 
previous years it had been an im- 
portant factor in the business; but 
competition and geographical con- 
ditions had killed trade in the best 
sections of the country—so it was 
maintained. 

Local makers were right on the 
ground; they had the better of it 
on freight rates; the margin of pro- 
fit was too small to pay the expense 
of traveling men. All these were 
advanced as reasons why the de- 
partment should be discontinued. 

A little investigation proved that 
there was a demand for the goods, 
and that all geographical and other 
disadvantages could be surmounted 
if the goods could only be sold in 
a sufficient volume. 

But the concern’s grip had been 
lost on the trade, and it was like 
building up a new business. 

Advertising through the mails by 
means of strikingly illustrated, 
unique printed matter, letters, effi- 
cient follow-up work, sampling, 
etc.—all telling the story of the 
goods in “knockdown argument” 
style—were the methods selected to 
do the business. 

During the first few months the 
advertising didn’t pay for its salt— 
just showed that the trade could be 
regained by pounding and patience. 

The beginning of the second sea- 
son wasn’t encouraging so far as 
direct, immediate orders were con- 
cerned; but these began to come 
a little later. 

The third year the department 
paid handsomely. In some cases 
the goods were being sold in car- 
load lots. 
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But it took three years—not 
three months. 

A surprising part of the cam- 
paign was that it brought direct 
mail orders from sections that 
competitors’ salesmen were work- 
ing as with a fine tooth comb. 

It was not that the goods were 
so much better or the price lower 
(it was actually higher), but that 
the advertising created a prefer- 
ence for these goods over others. 

Now, then, if you are a mail 
order man, by all means work for 
quick results. But if you are a 
manufacturer or jobber, don’t ex- 
pect too much from a mail or trade 
paper campaign at the start. If 
you get results in the first few 
months which prove that the pos- 
sibility is there, just keep unceas- 
ingly pegging away. If your goods 
and methods are right, you will get 
your appropriation back with a 
handsome profit. 

The ability to size up the selling 
possibilities of a thing is what is 
known as the advertising instinct— 
and it is a rare gift. 

Some people contend that ad- 
vertising instinct means good ad- 
writing, the ability to sway or in- 
fluence people—but this is only a 
part of the bigger thing: knowing, 
to a reasonable degree of certainty, 
what demand there ought to be for 
an article and the most direct, 
forceful, least expensive way of 
bringing it to the attention of peo- 
ple. Writing the ads is a matter 
of detail. 

Where there are thousands of 
people who can just “write ads,” 
there are only a few who have any 
conception of the broader side of 
the business. 

There is getting to be a keener 


discrimination in this matter of 
writing ads. What is needed is 
less ad-writing and more ad- 
thinking. 


Adwriters are getting to be as 
thick as weeds in an onion patch. 
Any number of young men can 
write terse, snappy paragraphs 
which they call advertising, but 
if you put up to them the question 
of exploiting a given product in 
a certain territory, and ask them 
to lay out the most feasible plan 
of campaign, with an approximate 
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estimate of the cost, they cannot 
do it to save their lives. 

A certain young man of this type 
who could write short, jerky, 
snappy sentences that barked like a 
fox terrier dog, was given the task 
of getting out some advertising 
matter to exploit a manufactured 
product. 

His copy, so far as writing went, 
was “great”—there was hardly a 
word over two syllables—but un- 
fortunately it lacked the elements 
of good salesmanship. It was a 
Stevie Crane description of a battle 
which was somewhat askew with 
the conditions of actual warfare. 

“Young man,” said the head of 
the house, “this stuff will not sell 
goods in a thousand years,” and 
turning to the stenographer he dic- 
tated a plain, simple story that 
caught right hold of you because 
it reflected his practical knowledge 
of the business. While it wasn’t 
full of short words or snappy sen- 
tences, it was full of just such talk 
as the “old man” daily gave to 
buyers out on the floor of the sales- 
room. 

He just spoke out his mind, and 
he knew the usage of the English 
language. 

The experienced advertising man 
of the present generation doesn’t 
attempt to write about a thing 
unless he knows enough about it 
to go out on the road and sell it. 

It is business instinct and ex- 
perience that make good advertis- 
ing—not mere writing ability. 

Recognizing this, many of the 
really able men of to-day who 
plan, prepare and manage adver- 
tising do not care to be known 
as adwriters at all. The term con- 
veys a suggestion of amateurish 
ad-smithery on one hand or a 
cocksure “expertness” on the other 
which is quickly spotted in these 
days of advanced advertising 
methods. 


——_—~+o————- 

A neat folder, rather skimpy in its 

information, advertises the “‘Angler’s 

Annual,” a year-book for fishermen 

published by the Nassau Press, Rich- 
mond Hill, Lone Island. 


—__+o 
Tue annual report of the Canada 
Permanent Mortgage Corporation, Tor- 
onto, is a handsome, factful booklet of 
sixteen pages, accompanied by a minia- 
ture debenture bond, 
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DAILIES VS. MONTHLIES. 
Established 1780. Dorchester, Mass. 
Water Baker & Co., Ltd., 

45 Broad Street, 

Boston, May 16, 1904. 
Editor of Printers’ Ink: 

In the April issue of the Woman’s 
Herald for Men appeared an article on 
“The Magazine or the Newspaper” by 
Ernest Elmo Calkins. While the argu- 
ment is ingenious and plausible to the 
reader who glances hastily at. the article 
yet some of the statements appear to be 
misleading if not absolutely incorrect. 

Take Mr. Calkins’ comparison of the 
cost of space in daily newspapers and 
magazines. He says that 20 inches in 
the following list of daily newspapers 
cost $749 for one time and reach a 
circulation of 2,684,000; that for twice 
a week (presumably for four weeks) 
the cost will be $5,992: 

Baltimore American, Boston Globe, 
Buffalo News, Chicago News, Cleve- 
land Press, Cincinnats Times-Star, De- 
troit News, Denver Post, Indianapolis 
News, Jersey City Journal, Kansas City 
Star, Milwaukee Sentinel, Minneapolis 
Tribune, Newark News, New ork 
American, Philadelphia Inquirer, Pitts- 
burg Leader, St. Paul News, St. Louis 
Post-Despatch, San Francisco Examiner. 

Against this he sets a page one time 
in the Ladies’ Home Journal, the But- 
terick Trio and McClure’s Magazine at 
a cost of $6,689 and a circulation of 
2,700,000, and states that “you can really 
buy more circulation in the magazines 
than in the newspapers, using them 
only twice a week.” 

Now, is this a fair comparison? 

The eight insertions in the daily 
papers must be considered as giving a 
circulation of 21,472,000 (eight times the 
daily circulation of 2,684,000). With 
the 21,472,000 copies of the papers which 
contain the advertisement either 21,472,- 
000 people are reached or 2,684,000 are 
appealed to eight times. In either case 
the circulation bought for $5,992 is 21,- 
472,000. The magazines cited by Mr. 
Calkins give 2,700,000 circulation for 
$6,689 or 21,600,000 for approximately 
$53,512. 

If this is not correct, another line of 
reasoning must be followed and the con- 
clusion reached that one insertion in any 
publication is as valuable as eight; that 
space in a monthly publication is thirty 
times as valuable as space in a daily; 
that space in an annual is twelve times 
as valuable as space in a monthly and 
365 times as valuable as space in a daily 
—all of which is simply absurd. Still, 
as Mr. Calkins assumes that an adver- 
tisement in one issue of a magazine is 
as effective as a month’s advertising in 
a daily printing an equal number of 
copes per issue, he should not find fault 
with such a theory. 

The writer is not one to disparage 
magazine advertising; he ws too 
well its value. Knowing a little also 
of the great value of daily newspaper 
advertising, he believes that when com- 
parisons of methods and médiums are 
made, even in a “prize essay” written 
for a special purpose, absolute fairness 
should be maintained. 

W. H. McLautuum, 
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SCHOOL ADVERTISING AGAIN. 


287 Fourth Avenue, 
New York, May 14, 1904. 
Editor of PRINTERS’ INK: 

In your .issue of May 11 you pub- 
lished a letter on the respective quanti- 
ties of school advertising carried by the 
leading magazines. 

As the Outlook carries more school 
advertising than any other magazine in 
the country, we beg to correct the state- 
ment made in that letter that the Re- 
view of Reviews holds this distinction. 
According to the figures given in the 
aforesaid letter, the Review of Reviews 
published during June, July, August and 
September of 1903, 200% columns of 
school advertising, while Harper’s pub- 
lished 166% columns, Scribner’s 148% 
columns and the Century 132% columns. 

As the Outlook published during the 
same period 264% columns of school 
advertising, you will see that this cor- 
rection is justified. 

Yours very truly, 
THE OvutTLook ComPaANy, 
Karl V. S. Howland, Secretary. 


—_+o>____ 
“RARE TALENT,” 
Neosuo, Mo., May r4th, 1904. 
Editor of PRINTERS’ INK : 
I have been referd to youas a Man that can 
futrher the advancment of pearsons that are 
just starting in the Literary field provided they 
ave Natural ability Now I have a friend that 
hasrare talent and I have promised to assist 
in bringing her woork to the front (for the 
person is a Lady friend) Now her wpm beg 
not in one channel but dervirsified aud she 
the rare talent that enables her to sit right 
down and and at once write either in Poetry or 
prose describing most any~- thing that might 
come up that she is interested in if you wish I 
will forward to you some of her short stories 
and other peices let me hear as the best 
mode of putting her woork on the market and 
oblige Yours Very Truly 
Warren HEATon. 








Classified Advertisements. 


Advertisements under this head two lines or more 
without di y, 10 centsa line. Must be 
han in one week in advance. 


WANTS. 
) get mpg , young man desires 


or advertising mana- 


ger. Post references. “CAPABLE, ” care P. 1. 








ANTED—Situati with by 
oung man with ability : as writer. J. 

FITCH Lucerne, M Mo. 
VW 7 ANTED—Second hand 4, hand 4, 6 and 8 p: le- 
Duplex Perfecting Press. R. Sit ER 


Bar 
PUBLISHING CO., Danville, Va. 


| Fa 4 or letters of of bigh h-class agents or buyers, 
as A. ‘ea, Larkin or Walker’s 
Soaps, = ROYAL, 134 West 134 West Broadway, N. Y 


er —Drummer call calling upon printers. 

would like a side line, to correspond 

with RICHARD PRESTON, 167 Oliver St., Bos- 
ton, Mass. 


Y postion rs (25), Oe peeetes adwriter, desires 
nt in advertising depart- 
tor agency. CHas. A. SHASTEY, Fordham, 

lew York City 


ANTED— Bright, energetic, advertising 
solicitor for prosperous Southern after- 
noon ealiy. BOX De ne experience, 
ete. Address BO ouston, T 
ANTED—A ition as advertising manager 
with a live buginers house. Tr 
in all kinds of advertising work. Ad “H, 
R.,”’ Box 672, New York. 





PRINTERS’ INK, 


on E than 235,000 copies of the morning edi- 
tion of the World are sold in Greater New 
York every day, Beats any two other papers. 


| ents .D’S NEWSPAPERMEN’S FE. XCHANGE, 
established 1898, represents competent vork- 





ers in all departments. — tor klet. 

Main 8t., Springfield, M seas, 

WA. ® me e, in ened pends 
State price and terms. Press : on 


t be set 
upin our 0 toe > in northern Indiana. elt 
dress *‘ PRESS,” care Printers’ Ink. sien at 


Wm, AGENTS—We have them that sold 
four dozen in three hours. Made seven 
folers prot, Send $1.25 for three-doliar outfit. 
DE THE GOODSPEED MFG. CO., Ann 
inte, Mi ich. 


Comrrars advertising man wants position 
with reliable house a ency. Now mana- 
ger of agency, but desi res change: Competent 
handle ali Grqnehes of adve: ising. Cc. J.V., 
care Printers’ Ink. 


WXPE ‘(RIENCED ‘advertising solicitor, - 
=4 suasive, energetic and reliable, needed. Ex. 
cellent opportunity for acvagennean fe righ ht 
man. State salary and experience. AVES, 
NANCE & CO., Loe. Angeles, Cal. 


5h c<D—A case of bad health that RIPANS 
ABULES will not benefit. A hundred 

a. of the Tabules have heen sold = asingle 
—= . and a package containing ten can be 
ought at any drug store for five sents. 


T HE ti vertisement 

writers is directed to the offer in this issue, 
under heading “Advertisement Constructors,” 
wherein five hundred and sixty dollars is offered 
for the preparation of six advertisements. 


gem pe yy oe oe — 

wants position. ateon New: r, 

Corenten, Follow-up rien —, all ar nal 
rinting. 


work ‘orrespondent readin, 

perintend MITE ad 733° Brookly: 

Ave.. Detroit, Mich. 

Your MAN, hustler in n a work, ad- 
vertising, ‘mercantile prin with office 

in business center of Philadelphia, would like to 

represent reliable house in any TH whole or 


part time. Gilt edge reference. RRiIs, 9th 
and Arch Sts., Philadelphia, Pa. F 


ANTED—A position with an advertising 
agency. Experienced in constructing book - 
lets and various cards, making typographical 
layouts and —_ ing work. Kecently oo 
manager 0 department for large New 
York Regency. Ad 
“M. H.,” Box 672, New York. 


ge WANTED—Sell third interest well 
blished newspaper 50 miles Phila. En- 

tire pinat new. Owner, not a print, needs partner 
take charge composin: room. Not question of 
of Lae oy and ability as 
printer. p $500 cash, giving secu 
note $2.000 addit ~e vinvertigate this. Address 
“PARTNER,” care Printers’ Ink. 


DWRITERS AND SOLICITORS — You can 
make $100 to a month with a little easy 
work, afew hoursa day, bya new pad original 
plan I have worked out and proved to be a sure 
winner. It’s a square business propestites to 
business men right in yourowntown. Write for 
information—it te moss for you. 
EREIT, 
36 f. VA Building, 
Binghamton, N ix he 


Y YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the classified col- 
umns of NTERS’ INK, the business journal for 
advertisers, published weekly at 10 Spruce St., 
New York. Such advertisements will be inserted 
at 10 cents per line, six words to the line. PRINT- 
ERs’ IK is the best school for advertisers, and it 
reaches every week more ompiorieg advertisers 
than any other publication in the United States. 


DVERTISEMENT WRITERS, especially be 
ginners, will have an ——— — 

nity to demonstrate their ability and make 
money by writing to us.. We will tell you how 
to start a business of yom = at home — 
will do more as aD 
a aneer than years of ordianty experience. 


” WELLS & CORBIN. 
Suite B, 2219 Land Title Bidg., 
Philadelphia, 





hiti 
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A . ARE TOU SATRPIED deineies: tt 
with your present position or salary 
not, write Jearest office for booklet. We have 
nings for managers, secretaries, advertisin 
men, hewspaper men, salesmen, etc. Technical, 
clerical ane eager men of all kinds. High 
exclusively. 
= HAPGOODS (INC.), 
Suite 511, 309 Broadway, New York. 
Suite 815, Pennsylvania Bldg.. Phila. 
Suite 529, Monadnock Bldg., Chicago. 
te 1326, Williamson Bldg.. Cleveland. 
Pioneer Bldg., Seattle. ‘ 


fortes pend and others with common 
school educations only. who wish to qual- 
ify for ready positions at $25 a week and over, to 
write for free copy of my new prospectus an 

endorsements from leadi concerns every- 
where. One graduate fills "$3,000 Pisce another 
$5,000, and any number earn $1,500. The best 
clothing ad writer in New York owes his suc- 
cess within a few months to my teachings. ie- 


mand exceeds supply. 
GEORGE H. POWELL, Advertising and Busi- 
82 Temple Court, New York. 


ness Expert, 
Py ANTED—THOROUGALY EXPERIENCED 
WANT AD SOLICITOR; must understand this 
particular branch of the advertising business, as 
a general utility man will not fill the bill. Steady 
position, with advance in salary, to the right one. 
Address THE ANACONDA STANDARD, Ana- 


conda, Mont. 
Or 


CARBON PAPER, 
ON-SMUTTING, non-blurring carbon paper: 
nue free. WHITFIELD’S CARBON 
PAPER WORKS, 123 Liberty St., New York. 





DESIGNERS AND ILLUSTRATORS. 


ESIGNING, illustrating, engrossing, illumi- 
nating, er ving, lithographing, art print- 
ing. THE K:NSLEY STUDIO, 245 Bway, N. Y. 





PRINTERS. 


painrens. Write R. CARLETON, Omaha, 
Neb., for copyright lodge cut catalogue. 


OOKLE1S, CATALOGUES, CIRCULARS— 
1,000 or 1,000, tee rw cheap, quick. Write 

us. BURNETT PRINTING CO., Rochester, N. Y. 
Booerets, Almanacs and Catalogues. Million 
16-page for $1 per 1,000 complete. Other 


sizes in proportion. rite 
STEWART PRESS, Chicago. 


OUT-OF-TOWN 
LINOTYPE COMPOSITION 
AND PRESS WORK 

a * 
INDUCING PRICES. 


An out-of-town printing house is ready to esti- 
mate on weekly and monthly publications that 
wish to reduce their printing expenses. Send 
sample for estimate to “INDUCING,” care 

rinters’ Ink. 


COMMERCIAL PRINTING. 
FACSIMILE TYPEWRITTEN’ LETTERS. 


ery 38+ 
Possibly you are paying high prices for indiffei- 
ent printing. 

The Berkshire Press are ucers of hich- 
grade printed matter at moderate prices. They 
make a specialty of fac-simile typewritten letters 
which are so well done that tney convey the im- 

ression that they have been actually typewrit- 
. Atrial order is usually convincing and fre- 
quently Jeads the way to further business. If 
you want this sort of service, a request for esti- 
mates ve vrompt attention. 

HE BERKSHIRE PRESS, 
21-23 Ann St.. New York. 
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ADVERTISEMENTS WANTED. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (O@@). 253 Broadway, New York. 
+e 


TYPEWRITTEN LETTERS, 
[atArION typewritten letters which are per- 
fect imitations; samples free. SMITH PRINT- 
ING CO.,812 Broadway, Toledo, Ohio. 
THE BERKSHIRE PRESS 
Are fac-simile letter specialists. They do 
their work in the best manner possible at mod- 
erate prices. Mail order and general commer. 
cial printing of a high order. Inquiriessolicited 
THE BERKSHIRE PRESS, 
21-23 Ann St., New York. 





HOUSE-TO-HOUSE DISTRIBUTING. 


Nr is only one agency that has an estab- 
lished reputation for a systematic house-to- 
house distribution of advertising of all descrip- 
tions in all towns and cities of importance in 
the United States. Every piece of matter is 
pps men who are reliable, experienced and 
who e this an exclusive business. Can give 
references from many, eric? advertisers. 


National Advertising Distributor, 
442 St. Clair St., Cleveland, O. 
—_—_+o+——_—_ 


HOTELS. 

T= LITTLE HOTEL WILMOT, 

South Penn Square, 
Philadelphia, 
is now one-third larger 
than formerly; the 
new addition 
provides commodious 
smoking and writing 
rooms and other 
conveniences. 
Just_a step from 
ae enneyivenin Ry. 

on. 

THE RYERSON W. JENNINGS CO, 
SE EEEnEEnEInin in an anne 


PREMIUMS, 


OF LEATHER PURSES make fine prem- 
iums. Acme coin and bill purse, the top 
notcher, 50c. Beats ’em all. Cheaper by dozen. 
BURNETT PRINTING CO., Princing and Leather 
Novelties, Rochester, N. Y. 
YON & HEALY’S NEW PREMIUM CATALOG, 
now ready, contains musical instruments 
of all descriptions, including a special cheap 
talking machine; $20,000 worth of our mandolins 
and guitars used in a single year by one firm for 
remiums. Write for ca’ . PREMIUM CLERK, 
yon & Healy, 199 Wabash Ave., Chicago. 


ELIABLE goods are trade builders. Thou- 
sands of suggestive premiums suitable for 
publishers and others from the foremost makers 
and wholesale dealers in jewélry and kindred 
lines. 500-page list Ere lustrated catalogue, 
published annually, issue now ready; free. 
8. F. MYERS CO.. 46w, 48-50-52 Maiden Lane, N.Y. 
——___ +9 ——_-- 


SUPPLIES. 


ADDING GLUE—Make better than any you 
can buy. Costs less than half. Formula 25c. 
8. A. GORDON, Denver, Ind. 


D. WILSON PRINTING INK Cv., Limited, 
e of I7 Spruce St., New York, sell more mag- 
azine cut inks than any other ink bouse in the 


trade. 
Special prices to cash buyers. 


poz E—A non-explosive, non-burni sub- 
stitute for lye and gasoline. Doxine re- 


tempers and improves the suction rollers. It 
will not rust metal or hurt the hands. Kecom- 
mended by the best printers for cleaning and 
protection of half-tones. For sale by the trade 
and manufactured by the DOXO MAN’F'’G CO., 
Clinton, Ia. 


TICKY as paste can be made and ready for use 
aneny - adding cold water to Bernard’s 
peewee 4 Powder, makes Ly pan remse 
paste for all purposes. We ree sample 
and tell you how to use it, because its merits 
speak for it. Two-cent bs carries sample 
anywhere in the U. 8. BERNARD-H 
AGENCY, 46 N. State St., Chicago. y 
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PERIODICAL PUBLICITY. 
ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (@@). 253 Broadway, New York. 
— + oe___—__ 
INSTRUCTION E BY MAIL. 
H°™s NATUKE TAUG TAUGHT thoroughly by 


mail or no pay. Mention P. I. an c get 
re from Lessons free. SCHOO; L OF UMAN 


ATURE, Athens, Georgia. 
PAPER. 


5. ASSETT & SUTPHIN, 
45 —_ St.. New York C 


White Sis Torhlewrate catsioey Diamond 


CLASS 1 PUBLICATIONS. 
ARDWARE DEALERS’ } MAGAZINE. Circu- 
lation 17,000‘@@). 253 Broadway, New York. 
INDEX CARDS. 
rE Lede would save money on your index card 
police, ay Gives from 
TANDARD INDEX CARD CO 
Rit seneeee _ 
Mfrs. of Index Cards excl: 
pearbinenier 2 mer 
RUBBER aay 
ORTY CENTS pays for a rubber stamp fac- 
simile of your peters, Am stamp under 
3 inches, 10 cents a narante or 
A. TEMBREE PRI 


Ask for catalogue. TING CO 
Belton, Tex. Sas 


} Perfect 





+ 
+or 


BOOKS. 
= iw aa et OF 
Trade-Mark Experts, Wa Washington, 

EST FOR PRINTER, ADVERTISER, AD 
Sy gp ‘or Printers”, 40pp. 
“Most ven ny Neen ete Printers’ 


c 
Manual.” repull 6 ¢ le ‘ood values.” 
2e., = PP BLOCHER: Fecumseh 8t., 
Dayton, 


ccrpainonr AND PRACTICE OF ADVERTIS- 
Fifty complete lessons in one vol- 

ee S the salient prindigies © = 
hie og e most successfu 

~ GEO. W. WAGENSEL- 

tne TL. he 100 Su cay ‘Bt., , Middleburgh, Pa. 


HAT’S A DOLLAR FOR A BOOK THAT'S 
WORTH 4. HUNDRED TO ANYBODY 





book mailed 
_ and 


oie 





vere am We offer Ca a a —_* eee 
con — sayings, ca es, 
meaty m es, introductions we rE) t attract 
attention and mph §0 postpaid. 


DE BEAR R PUBLISHING. CO. ee 
nion Square, New York. 





om CARDS. 
5a for more; any p 
THE ( IN WRAPPER co., Detroit Mek 
COIN CARDS, printed to order, . 
10,000 at 


00 $2 ar thousand. A 


COIN MAILER CO., Box Ft. Madison, on 





Saal 
HALF-TONES. 


Ws be by to estimate on your half tones 
for the newspaper or other work. 
STANDARD” ENGRAVING ., 61 Ann St., New 





York. 
we + MeLe-x —. 
2x3, 75c.; 3x4, $1; 4x5, $1.60. 
Delivered when cash “accompanies the order. 
Send for sam 


KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 
—_——— +o 
PROPRIETARY REMEDIES. 


HE BLUE GLASS INHALER. A new 
For ali those things for which an inhaler 
, this is the best tever was. It isa germ 
erand nose opener. a remedy for colds, 
pn ey a asthma, hay fever an 


gray @ roat, nose or air passages. 

B Detter Gane gargie on ee sore throat. ae _— 50 
po dy Nhivineeg THE RIP RI PANS CHI CHEMICAL 
Somea’ Y, No, 10 10 Spruce St., New York. 


PRINTERS’ INK. 


ADDRESSING SING MACHINES, 


I eg >! MACHINES—No type used in 
Wallace stencil addressing a A 
— eee ox, arate m of addressing used by the 
y } pronenene the #4, heat 
for ci circulars. W Ck & OO., 29 Murray 8t., 
ew 


>> 


STATIONERY. 


HOTO STATIONERY makes business. Lo 
note heads. statements, bill heads, enveloy 

or cards, gy face on a7 = ser ani “ 
photo. one; k if 

Oe BURNETT PRINTING: 'CO., Rochester, N'Y" 

ARS «Hs Ce 


ADVERTISING MEDIA, 


CENTS Es! line for adverti 
JUNIOR, Bethlehem, Pa. —am 


ARDWARE DEALERS’ MAGAZINE  Cirecn- 
lation 17,000 (@@). 253 Broadway, New Yoik 


A™ perscn advertising 1n PRINTERS’ INK to 
the amount of $10 or more is entitled to re. 
ceive the paper for one year 


OWN TALK, Ashland, Oregon, has a ran- 

teed circulation of 3 500 Go ples each issue, 

Both other Ashlana —- are rated at less than 
1,000 by the American n Newspaper Directory. 


TRAVELERS can be reached 

1,000, 000 or Syeoaess he eastern 
and — sections of the ” Railway 
Guide. Write for Th deaaee te to 24 Park Piaco, 
N. Y., or 158 Adams 8t., Chicago 


INCHES 1 month ne 100 Illinois country 





weekly new: pers, $50. Total circulation, 
100,000 weekly e on a wea We 
hase other lists in he iddle West. CHICAGO 


NEWSPAPER UNION, 10 Spruce 8t., New Yok 
100, 00 GUARANTEED eirenlation, 5 
cents a line. That’s what the 

PATHF! NDER re the advertiser every month, 
Patronized by all leading mail-order firms If 
ou are, aitvertising and do not a i the 

ATA DER, you are missin; ething good. 

Ask fa samp and rates. THE PA PATH FINDE R, 
Washington, D.C. 

Ts HARTFORD CONNECTICUT, TIMES. 

As the capital of the state and the center of a 
big insurance business, Hartford is a point of 
more than ordinary interest. 

The people in business there say there is no 
competition among the newspapers, because the 
Times gets all the business it wants and the other 
three take what’s left. 

(Extract from an investigation of Connecticut 
newspapers recently made by Printers’ Ink and 


published in that paper of April 13, 1904.) 
The actual daily average cf the HAakTFORD 
Times for 1903 was 
16,509 copies. 
The Trwzs is a member of the Roll of Honor. 
PERRY LUKENS, Jr., 
New York Representative, 


29 Tribune Building, New York, 





= Sa 
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ACCOUNTANTS, 
EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEE 
E 


Be 
Sra 


OUR SERVICE 
O WILL SATISFY YOU. 
It is unn for 
us to say 80 oo cureele urselves, 


who are willing to 
oe word for us when, 
t 

Nevertheless it’sa 
fact we do thorough work, 
And we're proud of it. 

We believed there was 
room for a concern such 


tained proves we were 


uipped 
to handle the vie audit 
of the financial reco! 
of your business than 
prey fany concern you 


“Cer reports are accur- 
ate and cuncire and the 
statements are so arrang- 
ed that the business man 
does not require the 
knowledge of an account- 
ant to understand them. 

May we hear from you! 


EVERETT AUDIT com 4 NY, 
CCOUNT. 


AUDITORS AND A 
Devisers of “ Everett Systems,” 
202, 145 Lasalle St., 

: E 
| : 
E 
EEEE EEEEEEBEEEEEEEEEEEEEEEEE EEKE 


—_+s>—__——_ 
a FOR SALE. 


1, 451 G0 Rida Beefs new 


18,000 *2BRase mnt, cm! 


000 names of farmers and 

te, alphaletioalin nxrongen uy Post (iicesand 
wife, a arra ices an 
k. F. D. Rowton. Complete Girestory of near 
ow! Colorado. nt to any address, $3.16. 
G. A. KILLAM, Fort Collins, Colorado. 


THE RIGHT WAY TO FIND BUYERS 

is to select the Glens of Pee le who need 
your goods and tell them B 

of the goods you have for sale. The rest is easy. 

Try our list of South Dakota Cream Shippers, 

d; three d, $5. Write for lists 

of Teachers, oa Mec! chanics, et ete. Every 

name guaranteed. A Lliste t 


THE WESTERN AD. inns CO. + 
Mill bank, | 8. Dak 








TRADE JOURNALS. 


ARDWARKE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (@@). 253 Broadway, New York. 


ENGRAVING. 


Gsmene | ENGRAVING CO., St. Louis, Mo., 
El and Photo-Engravers. D 
SIGNS For x ADVERTISERS AND PUBLISHERS. 


ILLUSTRATORS AND ILLUSTRATIONS. 


H SENIOR & CO., Wood Engravers, 10 Spruce 
e St., New York. Service good and prompt. 


UR Ke. ent of writing, Siastreting, en” 

and printing is now in charge of 

Mr. OE. E. Snyder, late of Hollister, Chicago, 

and Binner, N. We are Lp Be ad in these 

lines for some of the largest rs in the 

United States. Tell us your req oath bona and 
x will be glad to submit estimates. SNYDER 
& JOHNSO: » Elisworth Building, Chicago, 








DECORATED TI! = pa 


i oa golle 
You cannot imagfoe 4 Speautifully 
boxes can be decora' and how chea) they a = 

until you get our ones and quotations. 

year we made, am many other things, ba 
ten million sgoaret xes and five million vas- 
eline boxes ond i caps. Send for the tin desk re- 
minder =, *Do It Now.” It is free; so are 


any samples desire to see. 
“4 aiiMiCAN § STOPPER CO} COMPANY, 
11 Verona Street, 


By an iy New York 
oan The largest maker of Tin Boxes outside of the 





——___+o 
ADVERTISING NC NOVELTIES. 
spocens Wallete, 437, 1.000 1 | for He ee gant 


Printers, 5th above Chestnut, "philadel phia. 


bo ¥ay20 WALLET”—the ad vertis nov 
 npere and Wy Little 
e, 4c. E SO 


Trave ,- 
ELTY a a WORKS, Knox, In 


DVERTISE your r business with siaid 
novelties, pay them direct. I make penc 
holder, toothpick ca: nail in leather case. 
Sample of each, 10c. J. . KENYON, Owego, N.Y. 


OLVEROID SIGNS: light ightest, cheapest, most 
durable indoor . Com- 
lete line of Galtulon Novelties and Buttons, 
Eamples free. F. ¥. PULVER‘ LVERCO., Rochester, N. Y. 


L KATHER AD. NOVELTIE ES—Match safes, mag- 
ic wallets, vay emergency cases, 
watch fobe—fine fxs iow w prices in quantities. 
BURNETT? PRIN iting and Leather 

Goods, Kochester, 


RITE for sam) ic and price new combination 


Kitchen Hook and = ill File. mg your ad 
before the housewife and & ess man. THE 
} hare on KAD G » Newark, ap tay 

large cities. — 


pRuanoMs 0 OR CONVENTION sch Lge 
nails. attracti 


— — cheap. oun” a World's” Fur 
souvenir, 1 
WICK HATHAWAY'S C’RN, Box 10, Madison, O. 


LECTRO-AUTOMATIC ADVERTISIN G 
CLOCKS! Set on detachable glass-covered 
pam yr card some 


clocks az ane cet y ads free. Inv 
GILLE £ ELECTRIC OLOCK co., 
8. Clinton St.. Chicago. 
A CHECK PROTECTOR 1 that perforates the 
paper. The most skillful forgers cannot 
beat it. With your advertisement in quantities, 
10c. each. Every business man will keep it for 
years next to hischeckbook. A reminder of your 
goods whenever he has money to spend. High 
grade, well made, useful. Sample, prepaid, 25c. 
RADECKE MFG. CO., Chicago. 
—ccnpatenstenseetincoehqsopseeit 
MAILING MACHINES. 
T= DICK MATCHLESS S Malek, betes and 
ty est. Price $12 ALENTINE, 
Mfr., 178 Vermont St., Buffalo, N. ¥. 
cnipetencteniniiniienainmaientes 
MAIL ORDER. 


ANT A BIG Mau) We make it. We send 
bee A over My U. ot Ls 


ST, Jessup, M 


FORSALE-Canadian good, good, Bye, rofitable mai! 
order business, 6 years 0! mmenced at 
nothi don ood turnover oe $93,000 last year, 
ands rapidly. Will sfate reason for 

eiolee and terms to inquirers ad- 


MAIL ORDER,” care of Printers’ Ink. 


FOR SALE, 
$9 KX $ FORK YOU. A legitimate scheme that Mi 


t+... a -~ worth $5.00, NED 
OLMES. xingto: ebraska, 
‘OR OAL. Old ectabicbed —— reasonable 


rice for quick oe. sabres “OA. P,,” 1733 
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OR SALE, $1,000— . Weekly. Has distinct 
field of its own. t. “nearly yrs. Within 
00 m. of N. Y. Rare opportunity: HAROLD, 


care Printers’ Ink 


EST’S INDEX—with its extendible name col- 
umns—is a wonder. It tickles the book- 
ar. Try one. vg $2.00, delivered. BEST 
Tet EX CO., Augusta, Ga. 

IRE FILES in good goptinens 1,000 boxes, 

8x5 inches; w ll sell all or part ¢ ‘heap p. 
* BARGAIN,” 
Care Printers’ Ink. 

G*t into business for yourself. Paying So. 

Dakota newspaper, only one in town and 
doing good business, is offered for sale. G 
outfit. — have #. 200 down, balance on terms 
.o suit. Address “F. B.,” Printers’ Ink. 


a SALE—Half interest in prosperons weekly 


paper. Good town aoe — burg. Pur- 
chaser to take full charge. 
besten  Sereet, 


Piti ttsburg, Pa. 

Foe SALE—4,000 inches advertising space in 

Minnesota and West Virginia county seat 

papers. No reasonable offer refused. Address 
L. T., Printers’ Ink. 

OR SALE—Two Mergenthaler Linotypes, each 

uipped with double ge minion matrices 

and with a key boar machine is 


practically as as new. Willecllata bareain 
Address J. F., $3 Thinane bune Bldg. .» New York City. 


OR SALE—Printing mach machine bargains. Camp- 
eg combination, two revolution, 4 roller 
presse: x52, Oscillator 20x43, Cot- 
trell Sons Co., * two revolution, 4roller, 38x55; Per- 
fection stitchers, Simpson punch, mahogany elec- 
trotype blocks. 237 St. Clair St., Cleveland, Ohio. 


OOK PUBLISHERS, retir voticing have about 500 

original engravings. alf-tone and line 

work, for sale at two cents R... aquare inch; all re- 

productions from famous pines all sizes, 

x6 to 10x12; have no proofs; intending puchasers 

must call to see res vi we will send five dol- 
Jars’ worth or more c. 

OPTIMUS PubLisnng Co., 

94 Broadway 
New York. 


poe MEDICINE BUSINESS FOR SALE. 


Here is a great opportunity for a man with cap- 
ital to go into the proprietary medicine business. 
I will sell outright the formulas, good will and 
stock of two of the best 25c. remedies that were 
ever put on the market, a cough syrup and an 
herb tea. These are the kind of medicines that 
have a perennial sale, that will be as staple 100 
years from now as they are to-day. They are 
used by the great working class, the bulk of our 
population. Coughs, colds, constipation and 
sick headache are always with us, and will be 
until the millennium. The above remedies have 
extraordinary merit, and on this account have 
been largely advertised by means of free samples» 
a method that never fails to make sales, They 
have been on the market over six years, sales 
have amounted to over $25,000, and $6,000 has 
been expended on advertising. Sales have been 
principally inthe Northeastern States, New York 
State and Pennsylvania, and the goods are han- 
dled by the principal jobbers in that territory. 
On account of lack of capital, practically no ad- 
vertising has been done in the past three years, 
but there is still a steady demand, showing the 
great merit and vitality of these medicines. The 
cost of manufacture is very low. therefore the 
profit is large. The right man, with push and 
capital, can create a national demand for these 
goods, and can build up an enduring business, I 
will sell outright ata moderate price, or will con- 
sider a proposition to retain an interest and help 
develop the business. Address “CHEMIST,” 86 
Monroe Avenue, Rochester, N. Y, 


PRINTERS’ INK, 


NEWSPAPER BROKER. 


UYERS and sellers of newspaper properties 
ae ther 5 their m utual, eliven vantage, 
without publicity, Oy my euccesstul oa 
Large list of proper’ es and long list of b 
Can I be of assi: nce to yout B. J. KINGS’ rN, 
Michigan Newspaper Broker, Jackson, Mich. 


a 
PUBLISHING Snes OPPORTUNI- 


, 





KNOW of a great publishing prope’ 

Enjoying a worldwide reputation my 
Built upon a quarter of a ccntury 
Of superior and honest service. 
Does a business of some i 
And makes comfortable profits, 
But is conducted on old- hshioned ideas 
And would respond to modern push 
With great increase of business 

And greater profits and enhancement. 
It is an ideal foundation. 
I think a man of Lay Ag! reliability 
Commanding say $50. 150,000 
Could get control of the business 
And reap handsome profit from enhancement, 
The business can be greatly extended 
With little or vo increase of expenses, 
EMERSON P. HARRIS, 
253 Broadway, New York. 
PE tie HE 





ADVERTISEMENT CONSTRUCTORS. 


HAS, CUSTER, Caricaturist, Humboldt, Tenn., 
isa writer of Advertising. 


RED W. KENNEDY, 171 Washington St., Chi- 
cago, writes advertising—your way—his way. 


’ OT an artis, but will forn furnish original ideas to 

icture ad. W. D. FAULKNER, 183 Halsey 
Street, Brook lyn. 

ENRY FERRIS, his [FF] mark 


Ad vertising Writer and Adviser. 
Drexel Building, uilding, Philadelphia. 


ADVERTISEMENTS and c1 and cuts, new daily. Re- 
tailers and bankers should use the best, 
Moderate prices. ART LEAC LEAGUE, New York. 


OTHING but original i, am this 
chicken; so let me scratch fo: 
W.D. FAULKNER, 183 Halsey St., Brookiyn, N.Y. 
[™ MY BUSINESS to build ads. that build your 
business. The sure kind are my kind. Write 
(on letterhead) for reasonable terms,etc. M.L. 
LOWENTHAL, 617 Main St., Buffalo, N. Y. 


A AL. HUSTLER. 
Ads Constructed and Revised. 
The Shoe Business my jalty. 


Try BEFORE You Buy. 
Send data; will write Ad free. 
STA. I, Philadelphia. 


DS written for Clothiers and Haberdashers 
by a practical man. Know how ad — 
- manufactured and can present logi 








sto prosp 8 why they should 
bay. your goods. 
F. L. BRITTAIN, 
110 Py Stree 
n Antonio, a 
O LIVE ENGLISH ADVERTISERS— uent 
inquiries for samples of my work from 


English advertisers who see PRINTERS’ INK have 
resulted in my making arrangements to meet 
these uests that 1 believe will be entirely 
catietactory to eee correspondents. I have 
forward to the London office of the IRox 
AGE, Hastings nope orfolk Street, Strand,a 
very extensive line of ples of Commercial 
Literature, such as Catalogues, Price-Lists, Cir- 
culars, Folders, Mailing Sips and Cards, Envel- 
rising 8dvertisers desiring to 
i altogether unique ¢ collection are cor- 
dially invited tu call at the dress, wien 
it will be shown them. If seh D inspectic ns 
give rise toa a that | might > gn baal 
tothe inspector, I shall be pleased receive 


samples of such agvertiane ~~ dy as it is 
thought might in: from a reconstruction along 
lines su y any of my said samples. 


When acting u suggestio: lease be 
careful to refer pon. ie and with \peeoiion to 
pt oat penne} ae ad or samples that were fav- 


os RANCIS i, MAULE, 402 Sansom St., Phila, 








in. 


hi- 
ay. 


“—' aoe 
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HOW ARE YOU TELLING IT | 
—your advertising story, mean. Are you 
talking about whatever you make or sell in each 
a“ clear-cut,” interesting, confidence-compell- 
i manner that people unavoidably suspect you 
of having something really first-class ig Be 
doing this—right along! Or are you si 
sticking to that old, thread-bare claim to mak 
or selling the “ best in = world,” and then = 
ing 20th century people to swallow that pre- 
pamerces fossil-fiction ¢ It's very costly for an 
advertiser to forget that in these days the 
age of any business largely depends upon 
ow nearly his advertisements approach the 
face-to-face statements of a really first-class 
salesman. { work cor aes a lot of t people who 
beheve this implies 
No.82, FRANCIS MAULE, 402 Sansom 8t., Phila. 


RE YOU A PROGRESSIVE RETAILER! 

If you wish the cream of your local trade— 

if you have good goods to sell at good prices—I 
want to write you a personal letter. 

If you’re a retailer—no matter whether you 
own a drug store or have a milk route—whether 
you polish shoes or sell high-class securities—if 
you deal with the consumer—or investor—! want 
to tell you about my “‘ Adve ortiaing by Mail.” 

If your letter suggest i ri 


T THE CLIENTS WE WANT 


THE SERVICE WE RENDER 
As a rule we don’t care much about the five- 
dollar adwriting jobs, except where they afford 
us an opportunity of demonstrating our useful- 
ness in a broader way in the marketing of a 
client's goods. 
We seek as clients progressive manufacturers, 


wholesalers and retailers who are willing to pay 





send you an interesting lot ‘of samples, and out- 
line an inexpensive mail advertising proposition, 
which, if executed, will bring a lot of new busi 
ness for you—at good prices. 
May I have your bona-fide inquiry t 
F. R. SWITZER, 
Successful Mail Advertising, 
117 Genesee Street, Utica, N. Y. 


ba von amateur an gg UCTOR 


te d other 
Sito FOR THE BEST ADVERTISE MENT. 
100 FOR THE SECOND BEST. 
$50 EACH FOR THE NEXT FOUR IN MERIT. 


For the purpose of encouraging amateur ad- 
beg me constructors, as well as inviting the 
aid of the masters of the professian, the Ripans 
Chemical Company will, within the ‘ext twelve 
months, pay ten do -_A each for fifty-two adver- 
tisements submitted to them that they think 
good enough to be worth Fn mn and doPay from ay 
to pn Fd as accepted, ard at the end : 

ber 2, 1904—will award and 
"prizes for the six best and med effective 
adver sements that have been submitted. 


The advertisements of the Ripans Tabules 
have been before the public for twelve years. 


They were the first largely advertised propri- 
etary Tecdicine ever sold in tablet form. 


They were the first remedy for dyspepsia ever 
successfully popularized tt through advertising. 


They are the only proprietary medicine sold in 
the drug stores at so low a price as five cents. 


Fourteen thousand testimonials of the efficacy 
of Ripans Tabules, ry a dyspepsia remedy, have 
been received at office of the Ripans Chemical 
Company in twelve months. 


A hundred million Ripans Tabules have been 

purchased at drug stores in the United States in 
asingle year. 

Every drug store in n America sells Ripans 
Tabules, and can give names and addresses of 
persons who have been benefited J their use. 

Interviews with such persons furnish the 
best material for effective scvertionments of 
Ripans Tabules. Each case what seems pe- 

ar points, but when presented to the ‘public in 
an advertisement appeals to thousands of others 
recisely like it who had thought themselves 

e only ones who suffered in that precise way. 
The remedy that cures CF oo 4 - 31k — 
to every other person living under - 
ditions The a aecetising value of individual 
cases van hardly be ove! . 


Address all commantcations t a 


CHAS. Fi TH 
i V CHEMICAL ( COMPANY, 
_ TPA . 10 Spruce St., New York, 


ar ble (not extravagant) price for creative 
work that will actually sell goods. 

Our qualifications for serving manufacturers 
and wholesalers in particular liein this fact—we 
know the field intimately from long experience. 

We have sold goods on the road and have man- 
aged salesmen and sales departments. We have 
studied out the best methods of selling goods by 
mail and of assisting the salesmen to sell them. 

We understand the best ways of attracting 
attention and of clinching sales—both. 

Our plans are “ practical ’’—our literature is 
original and distinctive. both in literary form 
and illustrative and typographical arrangement. 

We say it—and say it strong—you can profit- 
ably use us if you make or handle goods worth 
while. 


Ask for the following booklets: 


“ YOUR VOICE CANNOT REACH EVERY 
NOOK AND CORNER OF THE LAND,” 
“SELLING MORE GOODS,” 
“CLINCHING THE SALE.” 


(To proprietors and managers on'y.) 


EDMUND BARTLETT, 
ADVERTISING SPECIALIST, 


150 Nassau St., New York City. 
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WORTH TEN CENTS. 
Canon City Col., May 14, 1904. 
Editor of Printers’ Ink: 

I noticed by the advertisement on the back 
page of Printers’ Ink of May 11th, 1904, 
that your advertising rate is $3.00 the inch for 
average Circulation of 18,451, or supposing the 
average to 20,000 it is 15 cents per inch per 
thousand circulation. 

Now, I would like to know what you consider 
to be a fair rate per thousand circulation for a 
—_—— country weekly, the leader of its 
field, printed on superior print and above the 
average in every respect. 

I cannot see why a weekly of the class I men- 
tion should not command as high rate per 
thousand as Printers’ INK and would like 
your opinion on the subject. Cordially, 

Guy U. Harpy. 


For a place no larger than Canon 
City, the Record seems to be a remark- 
ably good paper, and it is PRINTERS’ 
INK’s advice to Mr. Hardy to soak 
his advertising patrons for all they 
will stand. 


paves Beee eeeeleve a 
NO SPECIAL RULE, 


Arcus PUBLISHING COMPANY, 
Publisbers and Printers. 
Geo. T. Campbell, Editor. 
Owosso, Micu., May 5, 1904. 
Editor of Printers’ INK: 

We have your circular regarding the 
series of reports of the investigations 
you are carrying on. The conditions 
in a small daily office are so different 
from those of the metropolitan papers 
we wondered if you have any special 
rule by which you proceed in investig.- 
tions in the smaller daily offices, or any 
system in keeping track of circulation. 

In this city, for instance, there are 
p:actically no street sales and no copies 
returned. We should be pleased to re- 
ceive any suggestions you can make and 
will endeavor to adjust ourselves to any 
system for the betterment of the cir- 
culation department, in order that we 
may be able to render from time to time 
a report that will be satisfactory to you. 

Very trulv yours, 
Arcus Pus. Co., 
G. T. Campbell. 


NOTES. 


Parks’ Piping Parables is a wety 
little saulediea advertising the C. M. 
Parks Company, general plumbers, 
Fitchburg, Mass. It deals with the tech- 
nical details in a clear way. 





A NEAT mailing card from the Stand- 
ard Index Co., card systems, Philadel- 
phia, demonstrates the folly of sending 
about for estimates on this kind of 
office supplies and buying of the firm 
that sells cheapest. 


A vivactous booklet from the Herald, 
Hamilton, Canada, is called “A Grow- 
ing Newspaper in a Growing City.” It 
gives facts about that place, and rein- 
forces the claims made for it with opin- 
ions of both advertisers and readers. 
Comparisons are made with other papers, 
and the whole forms an interesting body 
of information for a general advertiser. 


PRINTERS’ INK, 


A CERTIFICATE is given the retailer 
with each box of fifty cigars bought of 
Austin, Nichols & Co., New York, and 
these certificates are redeemed in house- 
hold, store and office furniture, some 
hundreds of pieces of which are shown 
in a special catalogue. 


TWENTY spring and summer styles 
are shown in the current booklet of the 
Ralston Health Shoemakers, Brockton, 
Mass. The cuts are clear and em- 
phasize the latest details of shoe style 
in a manner that calls the attention of 
the reader who doesn’t really know 
styles. 


A NEAT portfolio of commendatory 
letters, in fac-simile, makes an interest- 
ing booklet for the Meyer-Rotier Print- 
ing Co., Milwaukee. The letters have, 
very sensibly, been reduced to quarter 
size, thus avoiding the unwieldiness as- 
sociated with letters reproduced “life- 
size’”’—the usual way. The quarter size 
is handy and travels better in the mail. 


“Tue Way to Buy Leaf Tobacco” is 
an excellent. catalogue from Crump 
Bros., Chicago, giving not only price 
lists of the various imported and domes- 
tic leaf, but business talks on making 
them up that ought to be of the first 
importance to manufacturers. The ar- 
rangement and illustrations are fine, and 
the cover is a handsome effect in terra 
cotta and bronze. 











Displayed Advertisements. 


20 cents a line; $40 a page; 25 per cent extra 
Sor specified position—if granted, 
Must be handed in one week in advance 


HANO 
Modern Manifolding 
Business System for 
Avoiding Disputes 
with Gustomers ; 


PHILIP HANO @ CO. 
806 to 814 Greenwich St. 


Clark’s Royal Manifold Parchment is 
the best and cheapest paper for taking 
carbon copies. It will not smut or rub 
off. We will prepay a sample package 
of 1,000 sheets to any address in the 
United States for $1.00. Clark 
> ae 100 Gold Street, New York.— 

Ue 








25 per cent Saving 
on Carhon Paper and 











We will su Carbon Paper and 
Ribbons of poly quality in either k, 
or Purple, at 25% less than price F now pay. 
Send for free sample and mention color. If 
—- are not better than you are now 

on’t want your order. Address 

PRINTERS’ INK PRESS, 
45-61 ROSE STREET, NEW YORK, 





poe eh we Be 
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1 WRITE Prepare, Booklets, 
GOOD ADS ” responfence ana 
Ed. Delonge, Gerald Building, Chicago, 











“GOOD PRINTING--CHEAP” 





I do it at Reasonable Prices and 
Promptly. Let me figure on your next 
order. I only turn out first-class work, 
Satisfaction guaranteed, agg Sd 
either 1 Envelopes or Note 
Heads. We also do Ad-Setting . 








Ed. De Longe, 606 Gerald Bldg. Chicago 











Clark & Zugalla keep records of their 
letters by taking carbon copies, instead 
of copybook copies. They make the 
best paper for duplicating purposes, and 
will send, expressage prepaid, 1,000 
sheets of ‘“Clark’s Royal Manifold 
Parchment,” 8%x11 inches, for one dol- 
lar. 100 Gold Street, New York. 
Samples free.—Adv. 








The Original PEOPLE’S COMPANION 





Always « paying medium. Mail order 
men, send atrial ad. It will speak for 
itself. Ad rates: 5 cents per line, 50 cents 
per inch, 

EDWIN DE LONGE, Publisher, 
BEWARE OF IMITATORS. 





606 GERALD BLDG., CHICAGO. 


“It has been a welcome visitor 
in my home for a third of a century. 
I hope to be able to take it until 
such time as I may be called 
home finally. May God’s bless- 
ing rest on its efforts to promul- 
gate a pure religion and worship 
in our beloved Zion.” 

* * 


Words like these come 
from time to time from 


Over 1,100,000 


Religious Homes 
NORTH and SOUTH 


ABOUT OUR 











22 | Brinoers 


We Shall Be Pleased To Hear From You. 28 




















THE RELIGIOUS PRESS ASSOCIATION, 
901-902 Witherspoon Bldg., Philad’a, Pa. 


























$1 or $100, 
WHICH ? 


A dollar bill is precisely the same size as a hundred-dollar 
bill. The paper is the same, the cost of printing is no more and 
no less. The only difference between the two is what is printed 
upon them. 

It is the same way with your advertising. We are prepared 


to give it the hundred-dollar quality —to give you copy and 
illustrations that will make the difference between plain, ordinary 
publicity and the quality which sells goods. 

It will pay you to write us. If you area manufacturer, ask 
for our book “TRADE MARKS AND BRANDS.” If you 
are interested in posters, find out what our facilities are in this 
respect before placing an order. : 


THE GEORGE ETHRIDGE COMPANY, 
No. 33 Union Square, New York City. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 








The Neal, Goff & Ingliss Co., of 
Hartford, Conn., has a direct way 
of going after the trade it wants 
that must be very effective and that 
may be emulated with profit by 
other furniture dealers. For in- 
stance, they are continually ap- 
pealing to the “just wed” and the 
“about to be,” to let the Neal, Goff 
& Ingliss Co. assist in furnishing 
the “nest.” If they don’t catch the 
happy pair before the ceremony 
with something like this, 


To the Brides and 
Grooms of June. 


It’s a great mistake to wait until the 
last minute before selecting your furni- 
ture, draperies, rugs and carpets. While 
we have a wonderfully large assemblage 
of all the articles that have a part in 
making the home attractive, we would 
impress upon your minds the advantages 
of early buying. 

To-day we probably have the very 
buffet, brass bed, library table, chiffonier, 
davenport, or rug that you admire above 
all. thers are Looking and buying and 
others may take what you wouldn’t 
miss for the world. So come at your 
earliest convenience, and pick from the 
gems of our stock. 

We'll reserve whatever you may fancy 
for future delivery. And then again, 
it’s so much more satisfactory to buy 
leisurely than hurriedly. We'll suggest 
many pretty ideas that you would never 
think of. Furnishing homes is our 
study, you know. 


—they are pretty sure to get the 
groom’s money afterward with this 
line of talk: 


Here Are Three Pretty 


Homes. 


WHICH ONE WILL YOU TAKE? 

Again and again we have said that we 
would give more furnishings and better 
furnishings for a stated sum than any 
other store. We would make your in- 
terests ours—and look after the many 
little details in fitting up the home which 
ordinary furniture and carpet dealers 
would never think of bothering with. 
To-day we go more deeply into the mat- 
ter. We publish three combination of- 
fers, which you should study carefully. 
Every article in the different lists is first 
class—new—refined in style—guaranteed. 
We name a very special price for each 
outfit entire, but if you wish to furnish 
but one or two rooms, we will adjust 


OFFER NO. 1. 
FOUR RCOMS COMPLETE FOR $225. 

If you could see this outfit all as- 
sembled in a cozy flat you would never 
believe so much value could be given for 
so little money. 

THE PARLOR. 

Five-Piece Mahogany Finish Parlor 
Suite, highly polished, covered in fine 
tapestry. 

Parlor Table, in imitation mahogany. 

Shades and Lace Curtains for three 
windows. 

Brussels 
yards. 


Carpet—latest design— go 
THE CHAMBER. 

Three-piece cabinet-made chamber set 
of selected oak, two oak chairs, one oak 
rocker, one oak table, woven spring cot- 
ton top mattress, two pillows, shades 
and ‘lace curtains for two windows, 20 
yards extra super ingrain carpet. 

THE DINING ROOM. 

Handsomely carved oak _ sideboard, 
six-foot extension table, polished; six 
oak dining chairs, lace curtains and 
shades for two windows, ingrain rug, 
9x12 feet. 

THE KITCHEN. 

New Herald Range, complete, with 
water front, high shelf, pipe and zinc 
board; four-foot kitchen table, two 
kitchen. chairs, five-spindle. 

We are the largest handlers of house 
furnishings in Hartford. After reading 
above offer do you wonder that our 
values defy competition? 





OFFER NO. 2. 
FOUR ROOMS COMPLETE $285. 

This combination, if bought in the or- 
dinary way in other stores, would cost 
you at least $400. It’s a grand outfit. 

THE PARLOR. 

Three-piece parlor suite, elegant carv- 
ed mahogany finish frame, covered with 
Verona velour; odd rocker, rich design, 
highly polished; odd upholstered chair, 
polished parlor table, lace curtains and 
shades for three windows, Axminster 
carpet and border—4o yards. 

THE CHAMBER. 
Beautiful oak bureau with French 
plate mirror; Bernstein iron bed, with 
brass trimmings, cotton mattress, pair of 
geese feather pillows, oak table, two 
oak chairs, oak rocker, oak commode, 
shades and lace curtains for two win- 
dows, ingrain carpet—zo yards. 
; THE DINING ROOM. 
Quartered oak sideboard, with French 
plate mirror, six oak chairs, six-foot 
quartered oak table, reversible Brussels 
rug, 9x12. 

THE KITCHEN. 
New Herald Range, complete with 
water front, high shelf, pipe and zinc 
board; four-foot kitchen table, two high 
back, wood seat chairs. 





the price to meet your approbation. 











rT 
Tr 








OFFER NO. 3. 
FOUR COMPLETE ROOMS FOR $350. 

You must see these articles. They 
are ornate, chaste, elegant. Workman- 
ship is a revelation. 

THE PARLOR. 

Three-piece parlor suite, upholstered 
in silk damask; odd corner chair, in- 
laid; mahogany rocker, upholstered ma- 
hogany parlor table, shades and fine 
lace curtains for three windows; Ax- 
minster rug, 9X12. 

THE CHAMBER. 

Very beautiful brass and steel bed, 
bird’s-eye maple bureau, with French 
plate mirror; bird’s eye maple table, with 
drawer; two maple chairs, maple rocker, 
cotton mattress, shades and lace curtains 
for two windows, 20 yards of art ingrain 


carpet. 
THE DINING ROOM. 

Quartered oak buffet sideboard, quar- 
tered oak china closet, quartered oak 
dining table, eight-foot; six quartered 
oak, box seat dining chairs; Brussels 


rug, 9x12. 
THE KITCHEN. 


New Herald Range, complete, with 
water front, high shelf, pipe and zinc 
board; oak kitchen table, two cane-seat 
chairs. 

There is $500 in solid value in the 

above outfit. 
And, incidentally, they hit a 
lot of people who have been mar- 
ried long enough to wear out their 
original household equipment and 
are ready to buy new. The princi- 
pal strength of the whole scheme 
lies in the description of complete 
outfits and the printing of prices. 
Even if the outfits described are 
not exactly what the possible cus- 
tomer has in mind, the impression 
is conveyed that this concern 
knows how to plan an outfit that 
will meet the requirements, both 
in kind and price, and that im- 
pression is pretty sure to change 
the ownership of considerable cash 
in a short time. And, when you 
come to think about it, it’s a pretty 
clever scheme to get next to the 
groom, by appealing to the bride, 
just when he is pretty sure to have 
money, and at a time when there’s 
nothing too good. 





Among some very good ads sent 
in by Mr. Thomas Hyatt, of Con- 
nellsville, Pa., was the one repro- 
duced below. It contains, in a few 
words, a regular sermon on the 
wisdom of buying where lower 
prices are made possible through 





lower rents and lighter expenses, 
and, with a change in names, can 
be used to advantage by dealers | 
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in various lines, who are similarly 
situated. 


Here is food for thought—I sell many 
pianos and organs to people who live 
much nearer Pittsburg than this city, 
and also quite a number in Pittsburg 
itself. 

Perhaps one reason is that rents and 
other charges are much higher there 
than here and dealers have to ask a 
larger profit. 

S. R. MASON, 
“The Music Dealer,” 
115 South Pittsburg Street. 
Connellsville, Pa. 





A Mighty Good Telephone Ad. 





April rains and mud are at 
and. 
The modern wife tele- 
phones her needs. 

Residence service $2 a 
month up. 


THE BELL TELEPHONE 
CO. or PHILADELPHIA. 








= 


This is certainly a good scheme where 
there is enough of such business to 
warrant it. 








Armitage’s Hospi- 
tal Hack 


This coach was specially 
designed and built for re- 
moving incapacitated persons 
who are able to pay for such 
special service. Constructed 
like a coach of the landau 
style, it is not calculated to 
attract attention. 

For terms and _ appoint- 
ments, apply to foreman 
stable, 37 Andrew street. 


Tel. 4872. Lynn, Mass. 











This direct style of advertising nearly 
always has the quality of earnestness, 
and it economizes space and the 
reader’s time. 


I Am a Broker 


A Broker buys and sells. 

He advises his clients and 
places information regarding 
investments and speculation 
at their disposal. 

My advice to my clients is 
based upon long experience. 

My means of information 
as to market conditions 
through my thousands of 
miles of private wire are un- 
surpassed. 

R. M. WEAVER, 
Stocks, Bonds and Grain, 
223 Fourth Avenue, 
Pittsburg, Pa. 
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Advertising Agencies. 


shart under this er this head, two lines or more 
without di y, 0centsaline. Must 
han in n one week week in advance. 


ALABAMA. 


,evepeene Co., BAe, Alabama, 
iting and Outdoor A dvertising. 


A*hutl 
CALIFORNIA. 


Coen, Of, kes & sdverti —. 


where— re 5 

oun foor. eee eting ples plans. POAC: 

COAST ADVERTISING, : 25c. copy; $2 year. 
Baeszant AND SWASEY, 107 New Montgom- 
San Francisco— mcy west 
of Chicago; occupy 10 ot | ft.;emplo: Ld people; 
manage all or any an adve' ing cam- 
paign; paign; can save advertisers eney eae 


Sag 





a 
tions, we can piace 3 your advertis’g vithout waste. 
Write for booklets. 


DISTRICT OF COLUMBIA. 


4 _— tEmy Want Ad in 15 lea dailies. 
o foe Maeand prt ices. L. P. DARRELL 
ADVERTISING AGEN Star Bidg.,Was., D.C. 


ILLINOIS. 

FRE ‘DW. KENNEDY 9p gong AGENCY, 

TH Wi ny Publication. Ws , can j~> your 

work in any pu ad the 8 advert:si ng. 

KENTUCK Y. 

H. M. CALDWELL Adv. Ag’cy,Louisville, plans, 

prepares, places adv’ng; newpapers, Mags. 
MARYLAND. 

ysacunss ADVERTISING AGENCY, og 

Estab. 1876. Newspape’ 

sutdoor advertising written, planned, acon. 

Don’t spend $1in Md. before getting our estimate. 
NEW YORE. 


0 es ~~ AGENCY, 220 epee A N. Y. 
Medi ical journal advertising exclusively. 


G EO. P ROWELL & CO., 10 Spruce St., 
\I York, have representatives cal 
and retailers, 


usual facilities of this service. Schemes for in- 
troducing and selling goods. 


New 


ORTH AMERICAS ADVERTISING -- 


w and 
.. Which handles American 


desiring larger output requested. 


ICKS NEWSPAPER 
sane AGENCY. 


Nassau Street, 
132 Nassau Street, New York. 
WILLIAM HICKS. FR RUSSEL, 
One of the eee ies in the list published by 
PRINTERS’ I Sateen een ly reliable.” Thirty- 
five years’ busin: lence at the service of 
advertisers who deckee to une the leading news- 
and magazines, 


OHIO. 


(CLARENCE FE, RUNEY, Raney Bldg., Cinein- 

nal e ewspaper, 5 

Advertising, Printing Design, Writings. 
PENNSYLVANIA. 


T= H. 1. IRELAND ge AGENCY, 
(Established 


works with as well as for sent 
Plans i - Me vertising in newspapers 
Creates mail-series of folders and cards to 
reach the trad 
925 C) heetnut Street, Philadelphia, Pa. 
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proeee & HORNBERGE 
Advertising Bite Ph 


Bs Commonwealth 
hila. 


(Now 1208 Commonwealth B’ld’g), 
pene found it necessa: tak 


wo 
T offices, owin; = increase of 
~ brought a 


y 
bab ering to the shverthine policy 


“Less Black and bby and More 
Gray Matte: 


In the new offices at 1208 there a: 
ample facilities for the proper preparation 
< iy newspaper, ine and 
reet car copy and for the mapping out of 
a campaigns. 


RHODE ISLAND. 
Oo F. OSTBY AGENCY, Providence—Bright, 
catchy “ad ideas,” magazine, news- 
paper adv. 


CANAD. 
Froese eee we insert 25 ———~ “4 classified, once in 
Ly ge of 15 ) argos ¢ Canadian cities ; 


a er Send 
DESBA ay. ‘AGENCY Ltd.. Montreal. 





POSTAL KINKS FOR ADVERTIS- 
ERS. 


One of the postal regulations which 
affects advertisers is that second, third 
and fourth-class mail matter shall not 
be returned to sender or remailed un- 
til the postage has been fully prepaid 
on the same. For this reason, tons of 
third-class matter are consigned to 
waste every month through carelessness 
of advertisers. Inasmuch as the Postal 
Laws provide that if the advertiser will 
send return postage, the undelivered cir- 
culars will be returned, advertisers are 
thus enabled to correct their lists and 
cut down the percentage of waste on 
subsequent mailings. By using uncor- 
rected lists, the loss to the advertiser is 
considerable in postage, printed matter 
and labor each time such a list is used. 

Owing to the fact that third-class cir- 
cular matter is not returned if undeliv- 
ered, the ordinary return card on the 
envelope is ineffective. The card on en- 
velopes used for such purposes should 
read in addition to the name and ad- 
dress of the sender: “To the Post- 
master: ‘If not delivered in five days, 
notify US | and postage will be sent for 
its return.’ 

Pre-cancelled postal privileges are be- 
ing used by some large advertisers. This 
regulation provides that if an advertiser 
sends out a certain amount of third-class 
matter each week, he shall have the priv- 
ilege of cancelling his own stamps under 
the supervision of a Post Office Inspec- 
tor; the mail is then distributed in sacks 
by States and towns or post office routes, 
the advantage being that this matter is 
not delayed by having to pass through 
the Post Office. It is carted direct to 
the train and is delivered at destination 
almost before first-class matter could 
reach the same addresses. 

When a sufficient number of process 
letters are sent out by a single advertis- 
er, the Post Office permits a hand or 
typewritten insertion of the name and 

address in the letter and a hand signa- 
peor the letter going as third-class mat- 
ter with a one-cent stamp. In small 
quantities, when the name and address 
or signature is put in by hand, the let- 
oA heed first-class matter.—Tengwall 

‘al 








PRINTERS’ INK. 


Some Men Pay 


$10,000 for an expert to manage 
their advertising. There are 
others who pay $5 for an annual 
subscription to Printers’ Inx— 
the leading journal for adver- 
tisers and business men, pub- 
lished every Wednesday — and 
learn what all the advertisers 
are thinking about. But even 
these are not the. extremes 
reached. There are men who 
lose over $100,000 a year by 
doing neither one. 


Every business man con- 
nected with advertising in any 
way should be a regular reader 
of Printers’ Inx. Send your 
check for Five Dollars Now, and 
don’t miss the weekly reports of 
Investigations of Daily News- 
papers throughout the country, 
a series of articles now appear- 
ing in the Little Schoolmaster 
which is worth thousands of 
dollars to an advertiser who 
seeks reliable information on 
the daily press of the United 
States and Canada. 


Address 
CHAS. J. ZINGG, Business Manager Printers’ Ink, 


10 SPRUCE STREET, NEW YORK. 
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NEW STANDPOINTS ON 
Only the advertising medium that fails 
to bring a fair poe of results need 


KEYING. 


fear keying. he publication of actual 
value to the advertisers welcomes, rather 
than combats, this method of emphasizing 
what is good or valueless. To the ad- 
vertiser keying affords a fair basis for 
sifting his list from time to time—re- 
taining the good mediums while discard- 
ing the bad. These advantages have won 
for keying an impregnable place in the 
favor of space-users. 

Some peculiar conditions arise now 
and then in regard to mistakes made in 
keying. Let us say that the advertiser 
puts a “378” address as the key to his 
announcement, and the periodical inserts 
the number as “373.” It is a publicity 
advertisement, and no particular harm 
comes from this error. Even assuming 
it be a mail order announcement, the 
replies are secured as readily for “373” 
as for “378,” and, moreover, neither 
“378” nor “373” has been used for any 
other publication. Conceivably, then, al- 
though a mistake has been committed, 
no evil results follow; the answers come 
as readily and are traced as easily. 

Conditions being so fair, we wou'd 
suppose that the advertiser, getting 
practically all he paid for—excepting 
only the insertion of a single figure or 
word whose non-appearance does not 
alter the situation one whit—would be 
Satisfied. Instead, however, of assum- 
ing this condition of a sensible man, he 
struts into the office of his advertising 
manager. Upon the appearance of this 
individual, the error is pointed out, and 
a reinsertion of the advertisement de- 
manded. Suppose it is a $4,000 page in 
the Ladies’ Home Journal—is it fair to 
demand a subsequent insertion free be- 
cause of the innocuous error? 

Among the man’s arguments for re- 
insertion is usually the statement that 
altering the keying device of the adver- 
tisement has made it impossible to identi- 
fy from which periodical the replies 
come. When an inquiry is made into 
the subject it is found that although the 
number or letter used is not the key that 
was directed, still utilization of it has 
had no effect on the number of articles 
sold nor any difficulty in identification 
of the periodical from which they came 
respectively. If it be a substitute num- 
ber, word or letter, it in fact constitutes 
a keying device in itself. But the ad- 
vertiser, with an injured air, points out 
that inserting the wrong keying mark is 
as injurious.to him as inserting $3 in- 
stead of $5 as the price of his shoes, 
causing a host of readers to remit their 
$3 instead of $5, thereby necessitating 
on the part of the advertiser the equally 
disagreeable task of forwarding his wares 
at the advertised price or informing the 
person who has replied of the error and 
asking for the remittance of $2 in ad- 
dition. The assertion is what is pop- 
ularly termed a “bluff,” for there is no 
loss except, nerhans, in an occasional in- 
stance loss of ability to key. 

Granting, for the sake of argument, 
that the advertiser whose key has been 
omitted by error is entitled to reinser- 
tion, what right has the advertiser in 
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INK. 


question to the replies, the letters, which 
come in answer to the non-keying ad? 
Not paying for his announcement, he 
possesses no rights whatever to the re- 
sults it produces. Only the results com- 
ing from the subsequent insertion equit- 
ably belong to him; the earlier replies 
belong, in logic, to the publisher, who 
prints the first advertisement gratis. Any 
one who thinks the matter over a second 
will recognize the justice of this position, 
It is a poor rule that will not work both 
ways—this is one of them. 

Frequently, when the keying sign is 
omitted, the very fact of its omission 
enables the apparently wronged adver- 
tiser to key the particular advertisement 
in question, since the replies coming in 
answer to it are the only ones that are 
not keyed in some manner. In cases like 
these, the man responsible for the in- 
sertion of the ad has not received his 
full rights technically, perhaps, because 
his instructions have not been completely 
followed. It would be a poor specimen 
of humanity, however, that would insist 
on reinsertion when the omission of the 
key has not altered the situation one bit 
—when he is enabled to key as readily 
in the absence as presence of his keying 
device. To insist upon technical rights 
in instances like these puts the adver- 
tiser under the suspicion that he is grati- 
fied the omission occurred, since it en- 
ables him to get some Ar advertising 
gratis. 

Take the situation from another stand- 
point: We will assume that the adver- 
tiser, instead of crediting the non-keyed 
results to the derelict publication, fails 
to credit these results at all. Conse- 
quently this particular publication re- 
ceives no credit whatever, so far as re- 
turns are concerned, for results brought 
in through insertion in its own pages. 
It is likely to be the greatest producer 
of the entire crowd, yet rejected next 
time as a non-producer, a medium of no 
value. Conceivably, therefore, it is en- 
titled to payment for the amount of 
space consumed. If, actually, it inserted 
the key and failed to produce a single 
reply, it would receive payment for in- 
sertion. Is it common sense or techni- 
cality which withholds payment when no 
actual harm has been done? 


We believe that this subject of keying, 
of demanding reinsertion of announce- 
ment when no actual harm has been 
done, is one well worth the considera- 
tion of the publisher as well as the ad- 
vertiser. Such thought will enable the 
publisher to retain his self-respect in re- 
poo | the demands of those who are 
manifestly intent upon securing two in- 
sertions for the price of one, and pre- 
vent advertisers from making demands 
that necessitate refusal on the publish- 
er’s part. Where real injury is done by 
the failure to key the announcement 
properly, the advertiser may be entitied 
to some rebate proportionate to the dam- 
ages shown. We ourselves fail to see how 
such injury may be done, the only un- 
usual coault being the reception by the 


advertiser of perhaps numerous answers 
without indication of where the reader 
saw the advertisement.—Woman’s Her- 
ald for Men. 
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Emphatically Yes 





WY only means of talking with my customers is through 
“Uncle Sam,” and being always on the anxious seat to 
have them satisfied, I keep in touch with them regu- 

larly through letter writing. Oftentimes a customer finds 
some fault which he considers too picayune to write to me, 


but when he gets my letter of inquiry he invariably tells me all 





his troubles. By this method 


I can remedy all ailments and mannan a ng iran St., 


save future kicks. If the Paterson, N, J., May 14th, tgo4. 
Printers Ink Jonson, 
goods are not consumed I New York, N. ¥. 
Dear Sir: 
always ask to have them re- Responsive to your communica- 
tion of the soth instant, in which you 
turned, and the money is | desire to learn whether the inks 
Al shipped me had proven satisfactory or 
refunded along with the | not, let me answer emphatically yes. 
: I have had considerable ink trouble 
cost of transportation. An previous to the use of your inks, but 
; c my pressman informs me that he has 
ounce of poor ink will do | absolutely no bother at all with any 
: of your different grades or colors. Let 
more harm than all the lies | me assure you that you will hear from 
é me if at = time your inks work un- 
a competitor can tell. Send | satisfactorily. However, I do not an- 
j : ticipate anything of the sort. I have 
for my price list and com- | been ‘gold bricked’ so long by var- 
; ious ink manufacturers that I know 
pare it with what you are | when to hold on toa good thing now. 
Yours respectfully, 


charged for inks on credit. ' HERBERT M. SCHMIDT. 
Every ounce of my ink is 











guaranteed, so the only risk you run is to trust me with the 
money in advance. Ten thousand concerns, located in all parts 
of the world, have found it profitable to buy from me over one 


hundred thousand times. - 











Address=— 
PRINTERS INK JONSON 


17 Spruce Street 8 8 New York 
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SOME SPECIAL ISSUES OF PRINTERS’ INK. 





The issues of PRINTERS’ Ink for June 1 and June 8 are 
mailed to special lists of first-class American advertisers, being 
in detail as follows: 


June 1, Press (4 700 
Day May 25, : 

June 8, Press 27 300 
Day June lI, - 


These issues are primarily intended to secure new sub- 
scribers to PRINTERS’ INK, but in this connection it is 
deemed worth while to call the attention of adwriters, manu- 
facturers of novelties, printers, designers, engravers, makers of 
half-tones, office devices, rubber stamps, mail-order articles and 
everybody else who has anything to offer to the advertisers of 
the country—to the fact that they are offered here an adver- 
tising opportunity which Printers’ INK alone can offer. 

I have particularly in mind the Classified Columns for these 
issues. A line of six words costs 10 cents per week; 15 lines 
make an inch; a whole page costs $20 ; less space pro rata. 

The rates for display are 20 cents a line, $3 an inch, $40a 
page; less space in even proportion. No discount for fre- 
quency of insertion or increased space, § per cent may be 
be deducted if check comes with order and copy. 

If you have a first-class proposition for advertisers, an 
announcement in one or both of these issues should prove a 
profitable investment to you. Please observe date of Press Days 
stated above and send order and copy as early as possible. 


CHARLES J. ZINGG, Bus. Mgr. 


PRINTERS’ INK, 10 Spruce Street, New York, 

















